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Antiquated Aunt Biddie. Distrusts inventions, can’t be 
persuaded, isn’t even curious. How unimaginative. 
How unlike a woman! 

If you have a product or service for women, you know 
how enthusiastic they can be about new ideas, new 
conveniences. What you may not know are four 
popular ways MODERN provides women’s audiences 
for your public relations film. 

MODERN presents your film to young women while they 
are still in high school. Teen-agers in home economics classes 
learn how to be smart consumers. Here a girl is taught 
about cooking, housekeeping, raising a family, grooming, 
health and community responsibility. She develops ideas and 
preferences she carries with her into marriage — where 
she’ll make 60% of all buying decisions. (And... 50% of 
the girls get married before their twenty-first birthday.) 

When she marries, MODERN continues to insure 
your access to her attention. 

Come right into her living room through television 
... With a full length film, or with a featurette in 
MODERN HOME DIGEST. Attract her again when she 
steps out for entertainment. For interesting sponsored films 
are regularly booked by MODERN into most of the nation’s 
17,800 motion picture theaters, where they supplement 
the feature. You'll have added attention, too, when your film 
is shown to a woman at her club, church or where she works. 

In clubs and schools alone during 1957, MODERN arranged 
showings of suitable films to 25,489,103 women. Theaters 
and television showings reached millions more. If you 
have a film that presents a product, service or idea for women, 
trust it to MODERN and it will be seen by women. 


MODERN provides the audience for your public relations films 
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producers of distinguished motion pictures for 
industry and television for over 35 years 
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NEGATIVE AND POSITIVE 


MUSIC LIBRARY PROCESSING 
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Byron offers you ANY or ALL facilities you require for completion of your 
original exposed film. . . original processing; complete producer services; 
finished prints in either Color-Correct or black and white . . . in one 

, convenient location. Byron producer services save you time, money and 


division of responsibility. 


For information and price list, write, phone or wire by ro n laboratory 


1226 Wisconsin Ave. N.W. Washington 7, D.C. 
FEderal 3-4000 


COMPLETE PRODUCER SERVICES...COLOR AND BLACK-AND-WHITE PRINTING AND PROCESSING 
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A LEASE PLAN 


FOR USERS OF 
16MM SOUND MOTION PICTURE 


PROJECTOR S 


Now — you can use repetitive, 
regular, or rear projection type 
16 mm sound projectors in your 
sales and training programs on a 


pay-as-you-go basis. 


TSI, world’s largest manufacturer 
of 16 mm sound projectors for 
repetitive operation, point of sale, 
desk top demonstration, and day- 
light projection purposes, now 
makes their equipment available 


on a lease plan. 


Features of the plan include con- 
version to purchase privilege with 
liberal allowances for lease fees 
paid, and a unique “pay for it 
only when you get it” field serv- 


ce plan. 


Get the most out of films you now 
have — or plan to make. Put them 


to work now, under the new low 


cost TSI leasing plan. 


Write for free details. 


op ales Ideas 


come from 


ECHNICAL 


30865 FIVE MILE ROAD 


ERVICE, NC. 


LIVONIA, MICHIGAN 


EASTERN OFFICE: 141 E. 44TH STREET, NEW YORK 17, NEW YORK 


WEST COAST OFFICE: 4357 MELROSE AVE HOLLYWOOD 29, CALIF. 
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“WHAT MAKES US TICK” 


An Animated Motion Picture in Technicolor 


Written and Produced for NEW YORK STOCK EXCHANGE 


JUNE, 1952 THROUGH DECEMBER, 1957 
87,000 NON-THEATRICAL SHOWINGS 
AUDIENCE: 4,741,577 
906 TELEVISION SHOWINGS — 
ESTIMATED AUDIENCE: 58,587,400 





“WEEKLY VARIETY” DATED MAR. 19, 1958 SELECTED IT AS ONE OF THE FIFTY 
OUTSTANDING FREE TELEVISION FILMS SHOWN BY TV STATIONS IN 1957. 
HONOR MEDAL—FREEDOMS FOUNDATION—1952 
MERIT AWARD—BOSTON FILM FESTIVAL— 1953 





John Sutherland Productions, Incorporated 


LOS ANGELES NEW YORK 
201 North Occidental Boulevard 136 East 55th Street 
Los Angeles 26, California OUnkirk 8-5121 New York 22, New York Plaza 5-1875 








Specialists 
DO THE 
FINEST 
WORK! 











Use l6mm COLOR PRINTS nith 


COLOR REPRODUCTION'S 


Quality! 


The specialists’ “standard of quality” is always highest. 
That’s why the technical know-how and production 
skills mastered by Color Reproduction Company in over 
19 years of specializing exclusively in 16mm Color 
Printing makes their Color Prints so outstanding. Color 
Reproduction Company has earned a reputation for 
guaranteed quality which is the Standard of the 16mm 
Motion Picture Industry. Use these specialists for your 
next Color Prints! 








Write for Latest Price List 


REPRODUCTION COMPANY 
7936 Santa Monica Blivd., Hollywood 46, California 


Telephone: Oldfield 4-8010 


| 
| 
| 








FILM FESTIVAL 


Sth Int'l Ad Film Event 
Invites Theatre, TV Spots 
vv Sponsors and producers may 
submit a maximum of 14 films in 
the cinema categories of the Fifth 
International Advertising Film 
Festival, to be held at the Lido in 
Venice, September 20-25. 

Liberalized entry rules for the 
festival have been announced by 
the cosponsoring organizations— 
International Screen Advertising 
Services and International Screen 
Publicity Association. 

Can Submit Five Spots 

So that entrants may concen- 
trate on the type of films in which 
they specialize, they will be al- 
lowed to enter up to five films in 
any one category. Last year, en- 
trants could submit only two films 
in each category. A total of five 
commercials can be entered in the 
television group. 

The festival’s entry deadline is 
August 30, 1958. Entry and regis- 
tration forms and other informa- 
tion materials on the festival are 
being made available in five lan- 
guages from Peter Taylor, festival 
director, at 17 Berkeley Street, 
London, W. 1. 

Festival Returns to Venice 

This year marks the return of 
the International Advertising Fes- 
tival to its birthplace. The festival 
was founded in Venice by the 
LS.A.S. in 1954. 

With entries increasing each 
year, the festival officials antici- 
pate a record number of entries 
and delegates this year. Last year 
there were 655 film entries and 
over 700 delegates attending. Par- 
ticipating in the _ international 
event are advertisers, agencies, 
producers and distributors. by 

* ca * 
Craig Corp. Now Handling 
Graflex A-V Products in West 

Craig Corporation of Los An- 
geles, San Francisco and Seattle 
has assumed distribution and serv- 
ice responsibilities for all Graflex 
audio-visual products in seven 
western states. 

Announcement of the new ar- 
rangement was made by W. A. 
Taylor, director of Sales at Graf- 
lex, Inc., Rochester, New York. 

Graflex, Inc., a subsidiary of 
General Precision Equipment Cor- 
poration, manufactures photo- 
graphic, audio-visual and electron- 
ic equipment. 

The Craig Corporation, west 
coast distributor, now is respon- 
sible for service and distribution 
of SVE Schoolmaster projectors 
and the Ampro lines. 
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A comprehensive and progressive new concept in 


CHICAGO 


communicating ideas through visual tools that a 
DETROIT 
x LOS ANGELES 
startle, teach, challenge, persuade and SELL! 
CLEVELAND 
CINCINNATI 
PITTSBURGH 


TWIN CITIES 


WILDING PICTURE PRODUCTIONS, INC. 


FIRST in Communications for Business 




















7 


aie 





*CHICAGO: 
1058 West Washington 
SEeley 8-418) 


mole] SA Lele) et) 
1416 North La Brea 
HOllywood 3-2141 





Allendorf, Wright and Dostal Featured Speakers 
at National Audio-Visual Convention July 26-29 


E' ATURED SPEAKERS and organi- 
zational meeting dates for the 
1958 National Audio-Visual As- 
sociation Convention and Exhibit 
have been announced by P. H. 
Jaffarian, convention chairman. 
[fhe NAVA Convention will be 
held in Chicago’s Morrison Hotel 
July 26-29. 

Joseph Allendorf, director of 
Market Development, Eastman 
Kodak Company, Rochester, N.Y., 
will sound the convention keynote 
at the opening general session, 
Saturday, July 26 Allendorf’s 
presentation is titled, “What's 
Cooking?” 

Talk on Advertising, Sales 

Arthur Wright, vice-president 
of Frank Block Associates, St. 
Louis, Mo., will speak on “Adver- 
tising’”—and its functions in the 
a-v world. William A Garrett, 
sales engineer, American Tele- 
phone and Telegraph Company, 
New York City, will present a 
visualized program — “Selling 
Profitably by Telephone.” 

Opening the second general ses- 
sion, Monday, July 28, will be 
John J. Dostal, of Garden City, 
N. Y., a sales and marketing 
leader in the a-v industry, who 
will speak on “The Audio-Visual 
Dealer: 1960.” Dr. S. Franklin 
Mack, of New York, executive 
director of the Broadcasting and 
Film Commission, National Coun- 
cil of Churches, will speak during 
the morning session. 

Million Dollar Trade Show 

More than $1 million worth of 
audio-visual equipment and mate- 
rials will be on display at the Con- 
vention Exhibit which will open 
at noon on Saturday, in the mez- 
Zanine and first floor of the Mor- 
rison. The exhibit will be open 
from noon till 6 p.m. on Saturday, 
Sunday and Monday, and from 9 
a.m. till | p.m. on Tuesday, the 
closing day. 

Annually bringing together 
some 2,500 audio-visual special- 
ists, the NAVA Convention com- 
bines in one locale the official 
NAVA meetings and other audio- 
visual group meetings which are 
held concurrently during the con- 
vention period. This arrangement 
enables the various group mem- 
berships to visit the trade show. 

Organizations meeting concur- 
rently at the NAVA Convention 
and the persons in charge of these 
events include: 

Educational Film Library Asso- 
ciation—school system a-v direct- 
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ors, film librarians, representatives 
of organizations interested in a-v 
use in communities, meeting July 
25-27; Miss Emily Jones, EFLA 
secretary, in charge. 

Industrial Audio-Visual Associ- 
ation—heads of film and a-v de- 
partments in large industries, meet- 
ing July 28, Frank B. Greenleaf, 
film distribution supervisor, U. S. 
Steel Corp., in charge 

A-V Workshop for Industrial 
Training Directors — directors of 
training from business and indus- 
try, meeting July 28, Lee Kil- 
bourne, Training Division Indus- 
trial Relations Dept., U.S. Naval 
Training Station, Great Lakes, IIl., 
in charge. 

Agricultural A-V Workshop — 
county agents, vo-ag teachers, and 
others interested in a-v in agricul- 
ture, meeting July 28-29, Gordon 
Berg, editor, County Agent & Vo- 
Ag Teacher Magazine, in charge. 

Religious A-V Workshop — di- 
rectors of religious education, min- 
isters, meeting July 27, Mrs. Mae 
Bahr, Religious Film Libraries, in 
charge. 

A-V Conference of Medical & 
Allied Sciences — audio-visual de- 
partment heads in medical, dental 
and scientific associations, meeting 
July 28, Dr. Daryl I. Miller, Amer- 
ican Medical Association. Ly 





THERE'S 
NO PLACE 
LIKE 


HOLMES 


FOR 
COLOR FILMSTRIPS 
SLIDES 


The masters make the difference 





FRANK HOLMES 
LABORATORIES INC. 
1947 FIRST STREET 

SAN FERNANDO, CALIF. 

EMPIRE 5-4501 


WRITE FOR BROCHURE 
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WHAT KIND OF LIGHTING 
AND GRIP EQUIPMENT 
DO YOU NEED? 








Arcs, inkies, century stands or 
reflectors? What sizes do you 
need? 10,000 watt, 225 amp? 
From the largest arc to the 
smallest inkie, from grip equip- 
eeR=p eum B eke Mme) ae) elma ne me-3t-1-) am DL © 
generator trucks, youll find 


it at CKoche Kose. 


LIGHTING THE MOTION PICTURE INDUSTRY SINCE 1921 


SALES-RENTALS-SERVICE 


333 West 52nd Street, New York City, 
Ol igei|-Mi clio! wAe@) Send for a schedule of rental rates 
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PICTURES 
CHANGE 


AUTOMATICALLY 


Pictures change automatically, always on cue, 
when you use the DuKane Micromatic 
sound slidefilm projector for selling or for 
training. No beeps, clicks, or bongs . . . film 
advance is triggered by a silent 30/50 cycle 
impulse cut right into the record. No film 
rewinding — DuKane’s ‘“‘Redi-Wind”’ does it 
for you, automatically! Built-in “‘shadow-box”’ 
screen, plus plenty of power for big-screen 
projection. 


also from D ukKkawnw Ee 


dynamic salesmanship 
in an attaché case 









Unique DuKane Flip-Top puts 
dramatic hard-sell power in a 13-lb. 
package! Ideal for desk-side 
presentations. No set-up fuss, no 
room darkening. Startling clarity in 
color or black-and-white filmstrip, 
plus top voice fidelity. 




















For a demonstration at your own desk, write or wire 


os 
Duane Corporation, Dept. BS-58a, St. Chartes, tlinois | 
tam interested in learning more about DuKane sound slidetiim projectors, 

particularly the Fliptop the Micromatic | 
NAME | 
COMPANY | 
ADDRESS | 


city 
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Business Meets School Needs— 


Films Aiding Science Education Honored As Ten 
Sponsored Pictures Share 1958 Scholastic Awards 


EN SPONSORED MOTION Pic- 
ga received awards in the 
8th annual National Film Awards 
program conducted by Scholastic 
Teacher Magazine. 

Selected as outstanding releases 
applicable to education by a 
panel of audio-visual education 
leaders, the Scholastic Teacher 
Film Awards are: 

Our Mr. Sun and Hemo the 
Magnificent, both produced by 
Frank Capra Productions for Bell 
Telephone System and distributed 
by local Bell Telephone Compa- 
nies. 

Award to “American Harvest" 

American Harvest, sponsored 
by Chevrolet Motor Div., General 
Motors, and produced and dis- 
tributed by The Jam Handy Or- 
ganization, Inc. 

A Moon Is Born, sponsored and 
distributed by International Busi- 
ness Machines Corp., produced by 
Transfilm, Inc. 

Mainline, U. S. A., sponsored 
by the Association of American 
Railroads, produced by Dudley 
Pictures; distributed by Associa- 
tion Films, Inc., Modern Talking 
Picture Service, Inc., Sterling- 
Movies U. S. A., and others. 

The Story of Television, spon- 
sored by Radio Corporation of 
America, produced by William J. 
Ganz Co., distributed by the Insti- 
tute of Visual Training. 

Human Heredity, sponsored and 
distributed by E. C. Brown Trust, 
produced by Churchill-Wexler 
Film Productions. 

Sui, sponsored by the Interna- 





Complete Facilities 
Under One Roof 


® PHOTOGRAPHY 
Titles and Animation 

® SOUND RECORDING 
Optical Effects 

® COLOR PRINTS 
Kinescope Recording 


© FILM EDITING 
Interlock Projection 


22 Years Experience 
Highest Quality 
Technical Ability 


W. A. PALMER FILMS, inc. 


611 Howard St., San Francisco 











BUSINESS 


tional Bank for Reconstruction and 
Development; produced by Rayant 
Pictures Ltd. and distributed by 
Association Films, Inc. 


Cite "Yosemite" and "Cradle Song” 

Yosemite — Valley of Light, 
produced and distributed by Ford 
Motor Company. 

Cradle Song, sponsored by 
Hallmark Cards—a kinescope of 
NBC-TV broadcast on Hallmark 
Hall of Fame; distributed by Asso- 
ciation Films, Inc. Ly: 

cS cK bo 
Theodore Roosevelt Film 
Available from United World 

Theodore Roosevelt — Ameri- 
can, a new 30-minute motion pic- 
ture produced by the U. S. De- 
partment of Defense with the co- 
operation of the Theodore Roose- 
velt Centennial Commission, now 
is being distributed by United 
World Films, Inc. 

“Teddy” Roosevelt's career is 
dramatized in cartoons, sketches, 
historic photographs and news- 
reel shots in this documentary, re- 
ported in detail in the No. 2, 1958 
issue Of BUSINESS SCREEN. 

The exciting saga of the na- 
tion’s 26th President is depicted 
from the start of his political life 
in New York State to his last 
campaign for the Presidency, as 
the candidate for the Bull-Moose 
party. 

Theodore Roosevelt—American 
is now available through: United 
World Films, Inc., (Government 
Dept.), 1445 Park Avenue, New 
York 29, New York, or UWF 
regional offices. ae 


MOVIOLA 


FILM EDITING EQUIPMENT 
16MM - 35MM 
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@ SOUND 
Photo and 
Magnetic 

@ SYNCHRO- 
NIZERS 

@ REWINDERS 

One of the 

series 20 


new 

Moviolas for 
picture and 
sound 


Write for 
Catalogue 


Dept. B 


MOVIOLA MANUFACTURING CO. 
1451 Gordon St. @ Hollywood 28, Calif. 
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COLOR 
CORPORATION 


Js proud lo tbe assoctated with 
LOUIS de ROCHEMONT 








IN THE FIRST 
CINEMIRACLE PRODUCTION. 
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PRESENTED BY 
NATIONAL THEATRES, INC. 


* EASTMAN COLOR NEGATIVE PROCESSING 
& PRINT BY TRI ART 
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(a subsidiary of Du Art Film Labs., Inc.) 
245 West 55th St., New York 19, N. Y. « PLaza 7-4580 








For lémm. Film 400’ to 2000' Reels 


Protect your films 


Ship in FIBERBILT CASES 


Sold at leading dealers 








SIGHT & SOUND 


Kodak Sales Up But Ist Quarter 
Earnings Down as Costs Rise 

The recession was reflected in 
lower sales for several product 
lines of Eastman Kodak Company 
in the 1958 first quarter but these 
sales decreases were offset by im- 
proved sales in other lines, the 
company reports. 

Earnings for the quarter were 
considerably below last year’s be- 
cause of increased costs, stock- 
holders were told. 

Consolidated sales of Eastman’s 
United States establishments for 
the 12-week period ending March 
23, were $164,471,961, compared 
with $163,081,735 for the same 
quarter in 1957—an increase of 
about | per cent. 

Net earnings after taxes amount- 
ed to $14,813,874, compared with 
$17,677,378 in the first quarter 
last year—a decrease of about 16 
per cent. Quarterly earnings per 
common share equaled $.76 and 
$.91 respectively. 

Professional motion picture film 
sales were slightly lower than a 
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723 SEVENTH AVENUE 


year ago. Photographic apparatus 

sold at lower levels than in the 

first quarter of 1957. bel’ 
rk oK ok 

U.S. Film “Explorer in Space” 

Big Draw in Overseas Theaters 

The U. S. Information Agency 
reported in May that its motion 
picture The Explorer in Space is 
receiving top billing in many over- 
seas theaters. 

The film, produced by the 
Agency within four days after the 
satellite launching on January 31, 
has been distributed in 30 lan- 
guages to 80 countries as part of 
USIA’s overall program to inform 
the world of America’s interna- 
tional cooperation in peaceful sci- 
entific progress. 

The Agency said that its Ex- 
plorer film broke all attendance 
records at the largest commercial 
theater in Salisbury, Southern 
Rhodesia, and was held over for 
a second week’s run in Reykjavik, 
Iceland. In Japan, the film is on 
a theater circuit that will reach an 
estimated audience of six million 
in 1,140 theaters within a three- 
month period. 

Other Agency outer-space films 


NEW YORK 19,-N 
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such as Defensive Skypower and 


Vanguard I also are drawing 

crowds to USIA Information Cen- 

ters as well as theaters. Lye 
co * oe 


Tom Gibson Dies in Chicago, 
Well Known in Film Field 

Thomas L. Gibson, well known 
to producers and sponsors as the 
midwest representative of W. J. 
German, Inc., died this month in 
Chicago. 

Mr. Gibson’s career in the field 
of professional film sales and dis- 
tribution and his active member- 
ship in the Society of Motion 
Picture and Television Engineers 
won him wide acquaintance ‘and 
respect in the film industry. 

ok tk 


“The Next Ten” Wins Again— 
‘57 Photo Society Award 

The Next Ten, a motion picture 
sponsored by Kaiser Aluminum & 
Chemical Co. and produced by 
Parthenon Pictures, has won for 
the producer the 1957 Award of 
the Photographic Society of Amer- 
ica International Cinema Compe- 
tition. The film also won a Chris 
award in the Columbus Film Fes- 


tival. Lt 
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You get better pictures with Du Pont film 


4 
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“For high speed and wide latitude... 
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you can’t beat ‘Superior’ 4” 





Joe Vadala (right) and Director Martin 
Hoade are shown in the entrance of the 
Sistine Chapel. 


says NBC’s Joe Vada/la, camera- 


man for the TV series, ‘Rome Eternal”’ 


Du Pont Superior® 2 and Superior® 4 
Motion Picture Films were used in shooting 
“Rome Eternal,” presented on the NBC net- 
work in January. Co-produced by the Na- 
tional Council of Catholic Men and the 
National Broadcasting Company, the four 
half-hour films of “Rome Eternal” were 
shot on location in Rome by Mr. Vadala, 
under the direction of Martin Hoade. 


An historical travelogue of the artistic, 
religious and cultural heritage of the city, 
“Rome Eternal” was largely filmed inside 
buildings—like St. Peter’s Basilica, the Sis- 
tine Chapel, the Pantheon. In most cases, 
the light level was low, especially in the 
catacombs under St. Peter’s. 


“Without the combined speed and lati- 


MEG. u 5. pat. OFF 


Better Things for Better Living .. . through Chemistry 
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tude of Du Pont film.” says Mr.; Vadala, 
“my job would have been a lot harder. As 
it was. | could count on the consistent 
quality of the film and I could be sure of 
getting what I saw in the finder—unde1 
any conditions.” 


In many sequences, such as the pageantry 
of important religious festivals, retakes 
would have been impossible. “When it was 
‘now or never.” concludes Mr. Vadala, “I 
was glad that my camera was loaded with 
Du Pont film.” 


For features, newsreels, commercials—any 
shooting that demands a really fine film 

there’s an ideal Du Pont Motion Picture Film 
for the job. For more information, call the 
nearest Du Pont Sales Office. Or write Du 
Pont, Photo Products Department, 2420-2 
Nemours Building, Wilmington 98, Delaware 
In Canada: Du Pont Company of Canada 
(1956) Limited, Toronto. 
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Join these companies who 
have already found all the in- 
gredients at one film pro- 
ducer to assure effective film 
programs. 


VISUALSCOPE 
tneoerpoerated 


203 PARKH AVENUE 
new york, Ms Ye 


Winners of 6th Annual Competition— 


bi) Films Share “Chris” Awards 


Term Color "Exceptional" and Judging "Difficult" as 135 
Films Are Submitted for Largest Columbus, Ohio Festival 


ger CHRIS AWARDS were pre- 
sented to winning sponsor and 
producer contestants in the Sixth 
Annual Columbus Film Festival, 
April 17, in ceremonies at Colum- 
bus’ Hotel Southern. 

Of municipal and regional ori- 
gin, the Columbus event appeared 
to move toward a national and in- 
ternational festival orbit. The 60 
victorious films were selected from 
135 entries from many parts of the 
United States and several of the 
films had production locales out- 
side the country. 

More international flavor was 
added to the Columbus festival 
banquet in an illustrated talk on 
audio-visual work in Japan, given 
by Dr. Roy E. Wenger, professor 
of education and coordinator of 
Kent State University’s audio-vis- 
ual center. Dr. Wenger was in- 
troduced by George F. Jenny, su- 
pervisor of Education, Ohio His- 
torical Society. 

Commerce Chamber Takes Hand 

Welcoming festival participants 
was Robert Hinkle, director of 
public relations for the Columbus 
Area Chamber of Commerce, 
which, with the Film Council of 
Greater Columbus, sponsors the 
festival. Mrs. Margaret Carroll, 
librarian of the Columbus Public 
Library, where the award films 
were screened April 16, reported 
on the growth of film libraries. 

The Chris award films included 
an encyclopedic range of subjects. 
The roster comprised films pro- 
duced professionally for sponsors, 
independent productions and in- 
ternally-produced sponsored pic- 
tures. They were chosen as out- 
standing in categories of business, 
education, cultural arts, travel and 
medicine. 

Credit Periodicals With Lift 

Two audio-visual magazines, 
BusINESS SCREEN and Epuca- 
TIONAL SCREEN, were credited in 
part for the increase of entries in 
the Columbus festival. Daniel F. 
Prugh, Columbus Film Council 
president, cited these publications 
and the disappearance of the 
Golden Reel Film Festival, spon- 
sored by the late Film Council of 
America, as factors contributing to 
the Columbus festival upswing. 

The entry increases also may 


have resulted from the growth of 
studios producing films almost ex- 
clusively for television, Prugh said. 
Festival judges were quoted as say- 
ing this year’s films were well 
above average, with the color pho- 
tography being termed exception- 
al. Judging the films reportedly 
was regarded as “especially diffi- 
cult.” 


Name Judges of Categories 

Business and Industry film cate- 
gory judges included: Andrew J. 
Alpers, Radow & Alpers Advertis- 
ing Agency, chairman; Dean 
Close, manager, Flame Restaurant; 
Ernest Arms, business editor, Co- 
LUMBUS CITIZEN, Patrick Laughlin, 
press representative, F. & R. La- 
zarus Co. 

Judging Information and Educa- 
tion films were: George F. Jenny, 
Ohio Historical Society, chairman; 
Hazel Jenny and Helen Meyers. 
Travel and Experimental films 
were judged by: Daniel F. Prugh, 
Franklin County Historical Society, 
chairman; J. Tudor Wilson, Roy 
Mallory and Dan D. Fulmer. Medi- 
cal film judges were: Robert E. 
Pickett, M.D., chairman; John 
Charles, M.D. and Edwin H. 
Ellison, M.D. 


Eight Producers Share Honors 

In the Business and Industry 
category, Chris awards were won 
by four sponsored films produced 
by John Sutherland Productions, 
Inc. A fifth Sutherland film won 
the award in the Information- 
Education category. Three spon- 
sored films produced by Transfilm 
Incorporated won Chris awards in 
the Business category. 

In two categories, a total of 
three sponsored films produced by 
Wilding Picture Productions and 
three sponsored films produced by 
Parthenon Pictures won awards. 
Three sponsored films produced 
by Henry Strauss & Company, 
Inc., won awards, judged in two 
categories. Two sponsored films 
produced by Churchill-Wexler 
Film Productions won in Educa- 
tion. 

Two Dynamic Films, Inc. pro- 
ductions for sponsors won Chris 
awards in separate categories as 
did two sponsored films produced 
by Cate & McGlone. 


(CONTINUED ON PAGE 18) 





PARTHENON PICTURES 
-Holly wood- 


A FILM PROGRAM FOR 
THE WESTERN ELECTRIC CO. 


“TOOLS of TELEPHONY” 
The Internal Version (’56) shows 
telephone system employees what 
Western Electric does and where 
its activities — manufacturing, 
purchasing, distributing, and in- 
stalling—fit into the Bell network. 
Color, 31 minutes. 


“TOOLS OF TELEPHONY” — 
The Public Version (’58) shows 
the telephone user why the West- 
ern must be “big” and how its 
activities contribute to today’s 
fast-communicating way of life. 
Color, 32 minutes. 


AND A LETTER FROM 
THE WESTERN ELECTRIC CO. 
TO: 

Parthenon Pictures 
Hollywood. 
Dear Cap: 

I have just reviewed the most 
recent motion picture completed 
for us by Parthenon; the updated, 
“Tools of Telephony,” and want 
you to know how deeply the result 
has impressed us. During the 
screening for our top executives 
last week, exclamations of “breath- 
taking,” “beautiful photography” 
and so on punctuated every major 
sequence of the picture. This reac- 
tion did not astonish those of us 
in the Public Relations organiza- 
tion because we have come to ex- 
pect high quality in a Parthenon 
product. 

What is amazing is the fact 
that your organization managed to 
complete this picture in somewhat 
less than half the interval con- 
sidered normal for a production 
of this length and scope. Yet the 
completed film is unmarked by 
any trace of haste. 

Warmest personal regards. 

Cordially yours, 
C. L. (“Red”) Stong, 
Information Manager 


NEW RELEASES 
“FIRE AND THE WHEEL” — 
A definitive picture of the oil 
business from finding petroleum 
to selling it. Color, 28 minutes 
—Socony-General-Magnolia. 

* * ¥* 
“COLLECTORS’ ITEM” — How 
one unsung group of civil serv- 
ants help their fellow Americans 
to live together in communities 
safely, in comfort, and in health. 
Color, 35 minutes.—International 
Harvester. 


PARTHENON PICTURES 


Cap Palmer Unit 
Documentary Films for Business 


2625 Temple St. * Hollywood 26 


BUSINESS SCREEN MAGAZINE 








JIM LAWLER 


REGINALD CARROLL TED HIRSCH 


GEORGE SPROUL IRA JOHNSON JOHN COOPER L FUNCK 


ED REICHARD 0 e DALE TATE 


RAY BIEDERMAN 


MEYER WEINST 


RARE COLLECTION .. Priceless experience in processing film makes these 50 top executives at 
CFI Hollywood a rare collection. They provide an average of 25 years experience in the film industry. Whatever the problem or project 


their proven skill enables CFI to bring out the best in your film consistently 


lv 


CONSOLIDATED FILM INDUSTRIES « 959 Seward St., Hollywood 38, Calif. / HO 9-1441 * 521 W. 57th St., New York 19, N. Y. / Ci 6-0210 
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SALESMEN GET IN 
STORY GETS TOLD. 


r 
SENSATIONAL NEW 


Movie- ite | 


<< pe 


* Theater Quality 
16mm Sound 
Projector 

* Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

* Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Gucrantee 
Your Salesmen’s Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

in three minutes or 
less. You're in with your 
story — You re out 
with a sale. 
















ideal for large 
screen projec- 
tion too. 


Complete with 
screen . $298.50 


Write for Free Catalog 


' rue HARWALD co. | 


1245 Chicago Ave., Evanston, Ill. 
' Phone: Davis 86-7070 


BUSINESS SCREEN VIEWPOINT 


Columbus’ Success Points Need 
for More Local Film Festivals 


Judging from the enlistment of 135 com- 
peting films in the Sixth Annual Columbus Film 
Festival, interest in such collective show case 
events is quite alive. Despite the eclipse and 
demise of various festival enterprises in recent 
years, Columbus officials reported an increase 
in the quantity and quality of films entered in 
their festival. Indeed, it was indicated that 
the loss of other festivals was Columbus’ gain. 

While we still blink and wonder at the spec- 
tacle of categorizing and judging so many films 
and ponder the problems involved in evaluat- 
ing any special objective film, we yet admire 
the zeal and stamina of the judges. We con- 
tinue to be perplexed by the preponderance 
of films from predominant contestant sources, 
a not uncommon festival malady. 


Numbers Don't Always Assure Awards 


These clusters of films entered by a few able 
and active producers may all be good, but 
there’s the catch: isn’t it easier to win a race 
if you own half of the horses? Not necessarily. 

Paradoxically, it should be pointed out that 
one producer with eight entries in the Busi- 
ness-Industry category won only one award in 
that category, while another producer with 
four entries in the same category won awards 
with all four. Another producer had five films 












Get “Anywhere” 
Because We 
Roll Our Own!” 





NO JOB TOO SMALL 
NO JOB TOO LARGE 


“Frost Lighting Rentals 
Faster 














TRINITY TRANSFORMERS 
3-8030 


in that category yet won but a single award 
therein. Sharply limiting the number of films 
from any one sponsor or producer presents its 
own problems. Thereby many good films 
would be eliminated. 

As a show case, a publicity and preview 
focal point, the Columbus Festival would seem 
to be a worthy success: Films from all over 
the nation were brought dramatically to the 
attention of home folk, local groups, schools 
and business. Surely, such local events, held 
regularly and enthusiastically, are an effective 
way of bringing the world of objective films to 
real audiences. 


Civic Festivals Have a Long Tradition 


Speaking nationally and internationally, it 
is significant that festivals of renown in other 
parts of the world are enterprises of cities: 
Edinburgh, Venice, Milan, Brussels. This 
local, municipal flowering of film festivals has 
a healthy basis in history and common sense. 

The elements of culture, commerce, civili- 
zation and education always have gravitated 
to the world’s cities and towns, seeking local 
and regional centers. From these centers the 
world’s neighborhoods were culturally inte- 
grated and brought forward. 

Rightly encouraged, the cities, the local cen- 
ters, remain the best focal points of learning. 
If knowledge is to apply to life where life is 
lived and if the film is to play its part in 
spreading knowledge, the local community is 
the most logical site for a film festival. Le 
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Yaw —Side-to-side motion of missile. 
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Mitchell Camera installation for radar tracking studies. 


HOW MITCHELL CAMERAS 
SUPPLY VARIED DATA IN ROCKETS &. 
AND MISSILES DEVELOPMENT =|: 


Roll—Turning motion of missile. 
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Flight Time —A series of lines on film; 
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¢ Exact Pin Registration 
During Film Exposure 
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¢ Event Time to 1 Millisecond 
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Data dial instrumentation by Mitchell camera. 











Extensive testing instruments incorpo- 
rating Mitchell 16mm, 35mm and 70mm 
cameras provide key data at the U.S. 
Naval Ordnance Test Station at China 
Lake, Calif., one of the primary weapon 
development centers of the Navy’s 
Bureau of Ordnance. 


Fifty Mitchell 35mm cameras are used 
on radars, tracking camera mounts and 
fixed tripods to record missile and rocket 
development. Camera motors allow syn- 
chronous as well as in-phase operation 













CORPORATION 


666 WEST HARVARD STREET 
GLENDALE 4.CALIFORNIA 












Cable Address: ‘‘MITCAMCO”’ 





85% Of Professional Motion 
Pictures Shown Throughout The World 
w Are Filmed With Mitchell Cameras 


of several cameras covering a test... 
important in film assessing. Eight 16mm 
Mitchell cameras are used for pictorial 
coverage of tests. 


One metric photographic group shoots 
as much as 20,000 feet of 35mm film in 
one day. Other Mitchell cameras record 
underwater, engineering and aviation 
tests at this ordnance center. 


For information on Mitchell cameras, 
write describing your requirements. 





timed to accuracy of 1 millisecond. 
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Position Data—Target location with 
azimuth and elevation readings. 
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Pictorial Record —Record of all visible 


actions during test. 
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tion actions for detailed study. 


Separation Data—High-speed separa- 






























. ° sponsored by Connecticut General Vine Brothers, produced for Har- 
a new Columbus Festival: Life Insurance Company, and The vard University. 
(CONTINUED FROM PAGE 14) Next Ten, sponsored by Kaiser 


; i Aluminum & Chemical Co.—both Travel 
dimension By category, the Chris award “ : 


produced by Parthenon Pictures. U.S.A. and Castles and Casta- 
TT alit ads 15 Whole World Over, sponsored ners, both produced for Pan Amer- 
( J Business and Industry by Pan American World Airways, ican Airways by Henry Strauss & 


Company, Inc. Holiday in Hawaii, 
sponsored by United Air Lines, 
produced by Cate & McGlone; 
Angler's Paradise, sponsored by 
Northern Consolidated Airlines, 
produced by L. R. Huber Produc- 
tions. 

Mr. Dodds Goes to Colorado, 
sponsored by Chicago, Burlington 
& Quincy Railroad Company, pro- 
duced by Sonochrome Pictures. 
Scene in “Energetically Yours” Yosemite — Valley of Light, pro- 
duced by Ford Motor Company; 
Farmer of Austria, produced by 


COMPCO The Voice of Your Business, 
sponsored by American Telephone 
PROFESSIONAL & Telegraph Company, The Con- 
REELS AND servation Story, sponsored by Rich- 
CANS field Oil Corporation, Jonah and 

the Highway, sponsored by United 
States Steel Corporation, and 
There Is Spring in the Air, spon- 
sored by Oldsmobile Div., Gen- 


eral Motors Corporation—all four 
A Major Advance in Film Reel Construction films produced by John Suther- 


PRECISION DIE-CAST ALUMINUM land Productions, Inc. 


HUB COMBINED WITH SPECIAL _ —_- , = ? one 
TEMPERED STEEL REELSIDES MAKES A People, Profits and You, spon- produced by Henry Strauss & 

































TRULY PROFESSIONAL REEL. sored by the Bureau of Advertis- Company, Inc. The Big Chal- Piet Waites Fil Prodec- 
MUCH MORE STURDY — TRUER RUNNING ing, American Newspaper Pub-  /enge, sponsored by Chevrolet Div. ‘iain 
slitehd, ache eek ess tle Ute te eal lishers Association, Energetically General Motors, produced by Dy- a 


resistant boked-on enamel Yours, sponsored by Standard Oil namic Films, Inc. Skylines, spon- Inf +i d Ed i 
Be cuured @ lifetime of film protection with these Company (New Jersey), and The sored by Bethlehem Steel Co., Inc., — a 
he peptone Bright Promise of the American produced by Caravel Films, Inc. The Human Cell and the Cyto- 
REELS AND CANS + 16 mm 400 ft. through 2000 ft Farm Marketi, sponsored by For- The Hope That Jack Built, spon- technologist, sponsored by the 
' tune Films, all three subjects pro- sored by the National Association Committee for Careers in Medi- 
compco cit apc A duced by Transfilm Incorporated. of Investment Companies, pro- cal Technology, and Strokes, spon- 


CHICAGO 47, WLINOKS Asbestos—A Matter of Time, duced by Robert Lawrence Pro- sored by the American Heart 

Pharogrophe Equipment lor Over A QUARTER of w CENTURY sponsored by Johns-Manville and  ductions, Inc. Association, both produced by 
For Immediate Action, sponsored The New Giant, produced for Churchill-Wexler Film Produc- 

First Choice of Industr, by The Bell System—both pro- Hughes Aircraft by La Brea Pro- tions. Unchained Goddess, spon- 


duced by Wilding Picture Produc- ductions, Inc.; Gift of the Ages, sored by the The Bell System, 
tions, Inc. Outside That Envelope, an Austin Productions, Inc. film; (CONTINUED ON PAGE 20) 


LOOK to the book... for every film requirement! 


} 
It's FREE...on request | 


Reams of copy could not convey the full Calvin story 








to our clients and prospective customers! However, 
this four-color, 12-page brochure presents Pictoriall) 










a é F the scope of our motion picture operation. We would 
like to send you a copy today for your reference 
y library, so that you might become 


better acquainted with our ability to serve you. 
q ) » 











AN ILLUSTRATED GUIDE TO 


production—producer services 









| and all film laboratory services 


~ THE CALVIN COMPANY 


| 
... You are cordially invited INCORPORATED 
to personally inspect our facilities. 1105 Truman Road @ Kansas City 6, Mo. 
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35mm Professional Film Viewer 
Easy threading, portable, will not scratch 
film. Views film left to right on 6”x4%2” 
brilliantly illuminated screen. Sound 
Reader and/or Counter easily attached. 
Available in 16mm. 

16mm Model $350.00 

35mm Model $500.00 















“location” is just a cab-ride 
away, it's comforting to know that 
_ CECO'S vast storehouse of sales and 

rental equipment is at your disposal. — 
But when you have to journey to the 
North Pole or to the South 
Amer jungle, it's even more | 
_ importent to depend on CECO 
for cameras, dollies, lights, generators 
and a host of other equipment — 
_ that will perform under severe 
climatic conditions. 
After you've compiled your list, 
check it out with CECO. We 
have outfitted hundreds of © 
crews for location, far and _ 
















Arriflex 16 PP — a near. Our wide experience can 
The most versatile professional 16mm camera in the save you time, money and 
world. Includes three-lens DIVERGENT turret, registra- needless grief 

. 


tion pin movement, side pressure rail, and quickly inter- 
changeable motors. Has a mirror reflex system to per- 
mit viewing and focusing through taking lens while 
camera is in operation. Viewfinder shows parallax- 
corrected right-side-up image. Accepts 100 ft. daylight 
loading spools and accessory 400 ft. magazines. 


You owe it to your career — 
as a film maker to use 
CECO service for sales, 





Protessional Jr.* Tripod on CECO 
Magnasync Magnaphonic Sound 3-Wheeil Collapsible Lightweight Dolly 

Recorder Mark Ix— The newest PRO JR. Tripod features 3-WHEEL DOLLY collapses into 
simple camera attaching method, compact shape. JUNIOR weighs 
telescoping pan handle with adjust- 15% lbs. SENIOR weighs 18 Ibs 
able angle, pan tension knob, cast-in. Any tripod easily attached. Ball 
tie-down eyelets, and self-aligning bearing locking rubber tired casters 
double leg locks. with indexing device. 

Price $150.00 Junior $99.50 Senior $150.00 


* Reg. U. S. Pat. Off No. 2318910 


The perfect answer to the needs of every film producer, 
large or small. It is compact, lightweight and distortion- 
free. Academy and SMPTE Specification. No royalties. 
16mm, 35mm & 17%mm models available. 


Colortran Grover 
Masterlite Convertabie— 


Holds either PAR 56 or SALES - SERVICE - RENTALS 


PAR 64 Bulbs in a Pyrex 
SEALED BEAM unit. Weighs 
only 5 Ibs. and equals per- 
formance of a 5000 watt FRANK C. ZUCKER 
bulb with just a PAR 64 500 
Seas See ase AMERA EQuipment (O. INC 
sumes less than 10 amperes ¥ °9 n 
current at 3200° Kelvin! 


$42.50 with PAR 56 Bulb Dept.S ° 315 West 43rd St., 
$48.05 with PAR 64 Bulb New York 36, WN. Y. JUdson 6-1420 
























18,000 Feet High in the Himalayas with r 
FLORMAN & BABB Pro-Cine 202 Tripod B 








Florman and 
Babb, Inc. 


for the World's 

Finest Film Makers 
Distributors For: 
McAllister Lights 
McAllister Crab Dollies 





Norman G. Dyhrenfurth at basecomp (18,000 ft.) 


shooting with Pro-Cine Tripod Auricon 
THE AMAZING F & B TRIPOD PERFORMS reese 
AT BELOW 0° TEMPERATURE AND 60 8 - te Sees 
uma r ucts 
MILE AN HOUR WINDS . 
Moviola 
We didn’t plan it this way. It just hap- Bell & Howell 


pened that our amazing Pro-Cine 202 RCA 





Tripod ended up on top of the Hima- Bausch & Lomb 

layas. But the exclusive features of the Colortran 

Pro-Cine 202 were originally planned Kliea! 

and just didn’t happen. mea PM 

All the improvements you could want Spectra 

in a tripod you'll find in this new and Oxberry Animation Equip. 

further improved model. For quality, 

efficiency and design, you couldn't find F & B Products: 

a better tripod. And to top it all, the ine 202 Tri 

F & B Pro-Cine is priced 20% below Pro-Cine . Trig 

competitive models. a Blocks 
ilm Repair Blocks 

Florman & Babb stands behind its Pro- Magic Mylar Splicing 

Cine Tripod and guarantees it to be Tape 

the best money can buy. F & B stands Split Reels 


behind ail of its own originally 
designed and produced products. 


You don’t have to go to the Himalayas 
to see the Pro-Cine Tripod. Just drop 
in to F & B’s midtown showroom to find 
out all about it. There’s a complete 
display of professional motion picture 


Camera Slates 
Changing Bags 

Film Cement 

Leg-Lok Triangles 

... and many other 
exclusive F & B products 





equipment you can browse through 
while you're there. Drop in anytime, -_ 
you're always welcome 









These exclusive features D 


originally designed by F_ Precisvon-mochined 
Fat: friction plate 

A Camera tightening knob G. Leg brackets firmly bolted 
8. Telescoping, offset pan with leg rest ledge 


handle H. Aluminum leg tops 


- 


Second pan handle position , Single leg-locking knobs 


prevent bending and 
locks warping 


Large pan and tilt tension 


al 


Large-diameter precision J. Superb, seasoned, oi! 


center shaft treated hardwood legs 


Sold on Free 10-Day Trial Basis 
Full Money-Back Refund 


Friction Head is Guaranteed for 
Five Years 


NEW LOW Price $120.00 


The F & B Pro-Cine 202 Tripod and other 
F & B Products are available on the West 
Coast from Birns & Sawyer. 


FLORMAN & BABB, incorporaten 





West 45th Street * New York 36, N. Y. * MU 2-2928 








Columbus Festival: 
(CONTINUED FROM PAGE 18) 


produced by Shamus Culhane 
Productions, Inc.; Link to the 
North, a Bell System film, pro- 
duced by John Sutherland Produc- 
tions. 

Hail the Hearty, sponsored by 
The Borden Company, produced 
by Parthenon Pictures; American 
Girl, sponsored by the Anti-Def- 
amation League, produced by 
Dynamic Films. Operation Heart- 
beat, sponsored by Douglas Air- 
craft Company, produced by Cate 
& McGlone; 24 Hours, sponsored 
by the Archdiocese of Chicago, 
produced by Fenton McHugh 
Productions, Inc.; The Cardinal 
Tradition, sponsored by Anheuser- 


“3% 





Dean Close (right) presents a 
Chris award to James E. Darst, 
Premier Film & Recording Corp. 


Busch, Inc., produced by Premier 
Film & Recording Corporation. 
This Is Color, sponsored by 
Interchemical Corporation, pro- 
duced by Wilding Picture Produc- 
tions. From Seed to Sawlogs, 
sponsored by the Ohio Department 
of Natural Resources, produced 
by Robert Wheaton; The Winged 
Bequest, sponsored by The Hos- 
pital & Judd Fund Division, Cleve- 
land Public Library, produced by 
Edward Feil Productions. Deci- 
sion at Laurel Falls, produced by 
the Dept. of Internal Affairs, State 
of Pennsylvania; American Battle- 
ground, produced by The New 
York State Dept. of Commerce; 
King Size Diary, produced by 
Virginia Polytechnic Institute. 
Educational Film Winners 
Little Diomede, produced by 
Louis R. Huber; Let’s Play Safe, 
produced by Portafilms; Our 
Friend the Atom, produced by 
Walt Disney Productions; Dams, 
produced by Pat Dowling Pictures; 
Adaptation of Plants and Animals 
and The Jamestown Colony, pro- 
duced by Coronet Films; How 
Seeds are Scattered and Adelie 
Penguins of the Antarctic, pro- 
duced by Young America Films. 


i 





A. B. Hunter (left) of the Ramo- 
Wooldridge Corp. receives Chris 
from president Daniel F. Prugh. 


Music From Oil Drums, pro- 
duced by Folkway Records; 
Tibetan Traders, produced by At- 
lantis Productions, Inc.; Lentil, 
produced by Weston Woods Stu- 
dio; Tomatoes, Planting and 
Transplanting, Tablehopper Pro- 
ductions; Boy in the Doorway, 
produced by Bellefaire; The Na- 
tivity of Jesus Christ, United 
World Films, Inc.; A Long Way 
from Home, sponsored by United 
Service Organizations, Inc.; pro- 
duced by Leo Seltzer Associates, 
Inc.; San Francisco Festival, Tri- 
Delt Productions, Inc.; Forward 
March, Feature Story Film Pro- 
ductions; Baylor Theater Hamiet, 
Baylor Theater. 


Medical 
The Key, sponsored by The 
National Association for Mental 
Health, produced by Campus Film 
Productions, Inc.; Death of a Cell, 
sponsor—E. R. Squibb & Sons. & 





The A-B-C 


of a Good Producer 


is for Architectonic — the 
art of systematizing 
knowledge. 


B is for Background. Back- 
ground enables one to 
remember some things and 
forget others. 


is for Counsel. “They 
that will not be coun- 
seled cannot be helped.” 


Franklin. 
STARK FILMS 


Producers of 
Motion Pictures that sell 


BALTIMORE 1, MARYLAND 


Not A Big Company, 
but A Bright Concern 
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The film that 


“completes the team” of 
the world’s fastest 


and finest color motion 
picture emulsions... 


NE Wenn 


Super Anscochrome 
Tungsten Filim oe: 102 


Super Anscochrome—daylight type—has set new standards for color 
photography. Now Super Anscochrome is made available in a Tungsten 
[Type emulsion—with a Tungsten exposure index of 100—for 16mm 
motion picture work. Judging from the wide acclaim received by the 
daylight type Super Anscochrome, it promises to open-up new worlds in 
cinematography under existing and artificial light conditions 

Super Anscochrome’s Tungsten speed does not mean a loss in color 
quality. As in all Super Anscochrome emulsions, greater color curve 
conformity means closer correspondence with subject color—from full 
intensities to pastels in highlight or shadow areas 

Processing may be carried out in regular Anscochrome processing 
chemicals. Forced development will give increases in speed to E.1. 160 
with just slight loss in quality, and up to 200 if required 

Super Anscochrome Tungsten is at least three times faster than any 
Fungsten type color film you have ever used, and ten times faster than 


traditional color films. Try it on your next assignment. Ansco, Bingham- 


ton, New York. A Division of General Aniline and Film Corporation. 


Ansco 


| a , 
1 Super Anscochrome Tungsten 16mm Film 
| 









NUMBER 3 * VOLUME 19 © 1958 PT 














FOR PRODUCERS 
OF VISUAL SELLING 

IN MOTION PICTURES 
SLIDE FILMS 

TY COMMERCIALS 


f hwsbere VA 


offers a complete production service 
animation 
slide tilms 
tities 
telops 
flip cards 


lettering 
layout 
maps 
backgrounds 
retouching 


color correction of 
packaged products 


a wide 

assortment j 

of type for | 
hot press titles 


type catalogue | 
on request 


421 WEST 54Tn STREET, NEW YORK 19,N.Y 
PLAZA 7-1525 








You can 


SIGHT & SOUND 


Photo Equipment Technicians 
Form National Association 

Officers and directors were elect- 
ed at the first annual meeting of the 
National Association of Photo 
Equipment Technicians, Inc., held 
March 19 at the Conrad Hilton in 
Chicago. 

The association was established 
to work toward raising the stand- 
ards of the photo-equipment-serv- 
icing branch of the photographic 
industry. 

An open meeting of the associa- 
tion was held with service repre- 
sentatives of several large photo- 
graphic manufacturers during 
which problems relative to proper 
servicing discussed. The 
group hopes to eliminate various 
problems in servicing which have 
resulted from the increasing com- 
plexity of design in photo equip- 
ment 

Chosen in the first election 
were: George A. LaCroix, Strauss 
Photo Technical Service, Washing- 
ton, D.C., president; Marco Di- 
Giovanni, Mack Camera Service, 
Union, N. J., vice-president and 
treasurer; Mrs. A. H. McDermott, 
Washington, D. C., secretary; C. 


were 





S. Smith, Jr., Camera Service 
Company, Atlanta, Ga., director, 
Southeast region. 

Joe Price, International Camera 
Corporation, Chicago, Ill., direc- 
tor, Midwest region; Howard A. 
Lowe, Rocky Mountain Camera 
Repair, Denver, Colorado, direc- 
tor, Rocky Mountain region; D. S. 
Meyers, Pacific Photo Products, 
Los Angeles, California, director, 
Pacific region. a 

a * * 


Large Filmstrip Contract 
Awarded SVE by Government 
A Federal government contract 
for the processing, packaging and 
distribution of 35mm filmstrips in 
a contemplated quantity of 50,000 
packages — or 300,000 prints — 
has been awarded to the Society 
For Visual Education, Inc., Chi- 
cago. The contract is with the 
Federal Civil Defense Department. 
The content matter for the film- 
strips is as yet undisclosed. 


ae ae MS 


“Hurricane Audrey” Available 
for Group and TV Showings 
Disaster File—Hurricane Aud- 
rey, the latest 16mm motion pic- 
ture sponsored by the National 
Board of Fire Underwriters, was 
previewed May 14 at the Johnny 





Victor Theatre in New York City. 

Hurricane Audrey devastated 
the Louisiana coast last year and 
the dramatic mobilization of emer- 
gency aid in the stricken area is 
depicted in the film. 


In color, the film runs 15 
minutes and a black and white 
version for television runs 14 


minutes. 

Prints for general distribution 
are available through the Bureau 
of Communication Research, 267 
West 25th St., New York, and 
NBFU’s San Francisco office— 
for West Coast requests. Televi- 
sion prints are available only 
through the Bureau of Communi- 
cation Research. a 


cs * * 


Aetna Film, “Safety Ahoy” 
Set for Telecast in Iran 

An Iran television station, called 
the first commercial tv outlet in 
the Middle East, has scheduled for 
showing Safety Ahoy, an educa- 
tional safety film produced for 
Aetna Casualty and Surety Com- 
pany, Hartford, Connecticut. The 
script will be translated in Persian. 

Safety Ahoy is a 15-minute sub- 
ject depicting common hazards in 
the operation of motorboats, sail- 
boats and other small craft. Ly 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm 
For Use With All Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear “bell-tone’’ sound 
in one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needles ® Separate tone and 
volume controls @ Uses filmstrip, slide, or 


35-01 


combination slide and filmstrip Viewlex pro- 
jectors ®@ “Light Multiplier’ optical system — 
2”, 3", 5°, 7", 9, 11” lenses available with- 
out change of condenser system. Priced from 
$124.25 up. 


Write Dept. 234 for litercture. 


All VIEWLEX projectors are guaranteed for a lifetime! 


N. v1 


; Vieulon 


QUEENS BOULEVARD, LONG ISLAND CITY 1, 
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When you produce your next 
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slide film. 


emember,.. RCA VICTOR SOUND 


makes the picture complet 


RCA Victor Custom Recording covers more ground — faster - 
than any other service of its kind. Our engineers’ superior skill, 
reinforced by years of experience and the most up-to-date tech- 
niques and equipment, makes RCA Victor the constant leader 
in the field 


RCA Victor also supplies the most extensive library of musical 
selections for slide films — at no extra cost. First quality record- 
ing, careful handling, and fast delivery go hand-in-hand with 


every order. 


Have RCA Victor Custom Record Sales provide you with its 

















famous “one-stop” service — recording, editing, pressing, and 
shipping — for greater quality, economy, and results! 


RCA VICTOR CUSTOM RECORD SALES t) 


New York 10, 155 East 25th St. 

Chicago 11, 445 N. Lake Shore Drive 
Hollywood 38, 1016 N. Sycamore Ave. OLdfield 4-1660 
Nashville 3, 1525 McGavock St. ALpine 5-6691 


In Canada, call Record Department, RCA Victor Company, Ltd., 225 
Mutual Street, Toronto, Ontario. For information concerning other foreign 
countries, write or phone RCA International Division, 36 Rockefeller Plaza, 
New York 20, N.Y.—JU 6-3800 


MUrray Hill 9-7200 
WhHitehall 4-3215 
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New Stereophonic Sound by 
RCA for Cinemiracle Film 

vv A new stereophonic sound sys- 
tem developed by the Radio Cor- 
poration of America is integrated 
with the theatrical wide-screen in- 
novation recently introduced by 
Cinemiracle Corporation. 

The wide-screen and wide 
sound techniques are employed 
in the Cinemiracle production 
Windjammer, premiered in April 
at Grauman’s Chinese Theatre in 
Hollywood and New York’s Roxy 
Theatre. Cinemiracle Corpora- 
tion plans to install the new 
sight and sound system in 12 other 
theatres. Eastman Color negative 
processing and printing for the 
production were done by Tri-Art 
Color Corporation, New York. 


Depth in Range, Direction 

The three-dimensional sound 
system is designed to almost per- 
fectly duplicate the original sound 
in range, quality and depth and to 
create a sense of distance and di- 
rection, it is reported. 

As the picture is projected on a 
broad curved screen by three pro- 
jectors operating simultaneously in 
a single projection booth, the 
sound flows from many speakers. 
The Roxy presentation utilizes 22 
speakers—five on stage, 17 spaced 
through the theatre. 


Recorded on Seven Channels 

The equipment for recording 
the sound and the theatre set-up 
for reproducing it were developed 
by RCA. Sound for Windjammer 
was recorded on seven channels 
which are played back through the 
multiple speakers. The combina- 
tion of the seven-track sound sys- 
tem and Cinemiracle’s high film 
speed — 146.25 feet per minute 
compared with the usual 90 feet 
per minute—is credited with pro- 
viding new realism. The portable 





FOR SALE 


35mm ORIGINAL 
WALL CAMERAS 


Complete with 12-Volt motor, 


four lenses and two magazines. 


PRICE $1,200.00 


CAMERA EQUIPMENT 
COMPANY, INC. 


315 W. 43rd St., New York 36, N. Y. 
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recording system designed by RCA 
is completely transistorized. 

In the theatre presentation, 
seven amplifiers are housed in the 
central projection booth, five for 
the stage speakers and the other 
two for the special-effects speakers 
on the sidewalls and the rear. The 
number of speakers will vary ac- 
cording to the size of the theatre. 

* * * 

Midwest Visual Equipment Co. 
Opens Chicago Loop Branch 

¥e Midwest Visual Equipment Co., 
Inc., an audio-visual supply, rental 
and servicing organization, has 
opened a new downtown office at 
58 East South Water Street, Chi- 
cago, according to an announce- 
ment by T. S. Roberts, president. 

The new office was established 
as a convenience to downtown Chi- 
cago area businesses, said James 
Castic, manager. The new office 
phone number is ANdover 3-3855. 

* * * 
Wade’s Anne Koller Appears 
in Three Christopher Films 

Anne Koller, vice president of 
Roger Wade Productions, ap- 
peared on Father James Keller’s 
Christopher program last year. She 
drew so much attention that Father 
Keller has booked her for three 
more times in the coming year. 

Mrs. Koller’s main job in life 
is raising a family. She has a big 
one. Her keenest avocation is her 
job at Roger Wade Productions, 
where she started on low rung, 
and is now one of the firm’s most 
productive sales people. 

On the Christopher’s program, 
Mrs. Koller will tell about three 
topics she has learned to know 
something about: “The Import- 
ance of Letter Writing in Today’s 
World”—*“How Parents Can Help 
Their Children Assume Responsi- 
bilities in the Adult World”—and 
“The Importance of the Lesser 
Media—Greeting Cards and Com- 
pany Newspapers, As a Force for 
Good in the World.” > 








GREEN FILM? 
DIRTY FILM? 


FilMagic Pylons (Pat. Pend.) quick- 
ly attach to any Ié6mm. projector. 
Automatically silicone -treat and 
protect film, clean gates as film is 
running. 

Special kits, complete with simple 
instructions for Ampro, B&H, East- 
man, RCA, TSI, Victor. Write for 
illustrations and prices. 


ECONOMICAL . 


THE 
DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 


EFFICIENT 





VICTOR ANNOUNCES 


VICTOR- 
SOUNDVIEW 


America’s Most Versatile Sound-Slidefilm Projectors Join 
the Victor Family of Precision A-V Products 


Famous Soundview sound-slidefilm projection equipment now 
has a new name—Victor-Soundview—and a new home— 
Kalart’s Victor Division. Thus Victor-Soundview joins the dis- 
tinguished family of Victor, Kalart and Craig audio-visual and 
movie editing products which are made to the most rigid speci- 
fications and incorporate the most advanced engineering features. 

Already, Victor-Soundview projectors have been improved 
with a positive spring-lock framing feature to insure maximum 
convenience of operation. Victor-Soundview projectors fit any 
sales, training or educational need—show 35mm filmstrip, 
2"x2" and bantam slides—operate with manual or fully auto- 
matic film advance. No other filmstrip projection equipment sat 
offers greater versatility or higher quality. Send now for com- 
plete information about the new Victor-Soundview and other 
Victor A-V products. 





Victor is the first name in 16mm sound motion 
picture projectors. Shown here is the popular 
Assembly 10 in rugged metal case. 


SEND FOR FPREE LITERATURE ON VICTOR-SOUNDVIEW AND OTHER VICTOR A-V PRODUCTS 
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ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 
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What Was Said, Screened at Los Angeles: 
Camera's Role in Space Age; Magnetic Recording 
Highlight Motion Picture Engineers’ Convention 


S°! AR Space and the subtle 
\“ depths of the human mind 
came into focus as provinces of 
the camera and the projector at 
the 83rd Semi-annual Convention 
of the Society of Motion Picture 
and Television Engineers, held 
April 21-25 at the Ambassador 
Hotel in Los Angeles. 

Ranging in their several sciences 
ever farther than the unaided eye 
can see, the SMPTE members 
attended more than 80 technical 
sessions on current practice and 
theory in the field of sight and 
sound during their five-day as- 
sembly. 


Review Technical Advances 


In discussion and demonstration 
sessions, conventioneers learned of 
progress in missile and satellite 
cinematography, subliminal mo- 
tion picture projection, language 
translation by machine, color tele- 
vision tape, ultrasonic tv recording 
and pay-tv. 

Even as the a-v engineers re- 
laxed prior to their annual ban- 
quet, they watched a demonstra- 
tion of underwater photography in 
the hotel pool. This demonstra- 


tion was staged by an eight-man 
team of “frogmen” from the U.S. 
Navy Pacific Fleet Combat Cam- 
era Group. 

Camera functions in the space 
age were explored in sessions on 


Barton Kreuzer, President of 
Society of Motion Picture and 
Television Engineers, at mike. 


industrial photography. Design for 
Destruction, a motion picture on 
the use of instrumentation films 
and cameras, their history and 
special equipment, was presented 
by Glenn E. Miller, Lockheed 


Missile System Division, Van 
Nuys, Calif. Many of the scenes 
in this film were taken from re- 
covered instrumentation cameras 
and provided dramatic evidence of 
the value of missile photography 
in research. 


Show "X Minus Eighty Days” 

X Minus Eighty Days, a color 
motion picture, produced by 
Raphael G. Wolff Studios, illus- 
trated a discussion of the activities 
of the California Institute of Tech- 
nology, Jet Propulsion Laboratory, 
in the construction and launching 
of America’s first earth satellite. 

Photographic techniques applied 
to recording supersonic track-sled 
shockwave formations were de- 
scribed with examples of results 
in a session conducted by Neil 
Krenzel, U.S. Naval Ordnance 
Test Station, China Lake, Cali- 
fornia. 

That weird infant, subliminal 
communication in motion pictures 
and television, was discussed 
graphically by Hal C. Becker and 
Robert E. Corrigan, Precon Proc- 
ess and Equipment Corp., New 
Orleans, La., in collaboration with 
William S. Edwards, OMECC 
Productions, Hollywood. 

The present status and mechan- 
(CONTINUED ON FACING PAGE) 
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We specialize in Light-Weight Machines 
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used. Auditorium sizes also. 
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IT’S NOT LIKE 
HORSESHOES ... 


No, indeed, it’s not like horse- 
shoes, because in sales work 
close ones don't count. 


Only CLOSED ones ring up 
sales, and commissions, and 


over-rides, and promotions. 


Closing a sale isn’t a hit and 
miss proposition. It requires 
definite techniques. 


A knowledge of these tech- 
niques, and knowing how to use 
them, will help your salesmen 
to close more — instead of 


merely coming close ... 
Show them how to close with: 


“CLOSE ISN’T CLOSED” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 


Write for details on 


obtaining a preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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SMPTE Convention Report: 
ical possibilities of subliminal 
communication were explained and 
a 10-minute excerpt from the film 
My World Dies Screaming was 
shown to demonstrate that sub- 
liminal stimulae can be physically 
incorporated into a motion picture. 
The engineering requirements for 
adequate subliminal stimulae and 
the psychological bases for these 
requirements were discussed, to- 
gether with data demonstrating the 
validity of the concept. 

Machine translation of foreign 
versions of motion pictures was 
described as a new a-v possibility 
in a discussion by Max G. Kosarin, 
U.S. Army Pictorial Center, Long 
Island City, N.Y. Projects involv- 
ing mechanical translation of 
foreign languages, utilizing the 
electronic computer, are in prog- 
ress in the United States and other 
countries. The problem for en- 
gineers: obtaining an automatic 
print reader. 

Describe Video Tape Model 

In several sessions on magnetic 
television recording, a five-man 
team of engineers from Ampex 
Corp., Redwood City, Calif., de- 
scribed the features of the VR- 
1000 magnetic video tape recorder. 

Charles P. Ginsburg, Joseph 
Roizen, Roger Hibbard, Charles 
E. Anderson and John M. Leslie, 
Jr., traced the development of the 
recorder and discussed its per- 
formance versatility. The genesis 
of the modulation system in video 
tape recorders for black/white and 
color recordings was explained. 
Forecast as “near future” was the 
complete interchangeability of 
black/white and color tapes. 

Other systems for magnetic tape 
recording in television were dis- 
cussed by Robert A. Von Behren, 
Minnesota Mining and Manufac- 
turing Company, St. Paul, Minn., 
and Jerome L. Grever, Broadcast 
and Television Dept., Radio Cor- 
poration of America, Camden, 
N.J. 


Video Recording Technique 

Ultrasonic light modulation is 
employed in a new method of 
photographic video recording dis- 
cussed by Leo Levi of the Elec- 
tronics Div. of Fairchild Controls 
Corp. The method described by 
Levi is similar to the method used 
in the latest radar recorders. High 
performance, practicality and 
economy were claimed for the 
method. 

Ultrasonic sound waves were 
suggested as a new “soap” for 
cleaning magnetic tape and motion 
(CONTINUED ON PAGE 28) 
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SMPTE Convention Report: 


(CONTINUED FROM PAGE 27) 


picture negative film in a method 
described by Robert P. Gutterman, 
General Kinetics, Inc., Arlington, 
Va. Gutterman gave a machine 
demonstration of film cleaning by 
sound. 


Lens Depth for Wide-Screen 

New wide-screen processes make 
greater demands on photo lenses | 
and the problem of attaining the 
correct depth of field is a contin- 
uing one. An approach to this 


problem was explored by Sidney p R 0 M 0 T i0 N i 


Zipser, of Technicolor Corpora- 



























tion, Hollywood. Pivot the film Only thru the development of 
aperture of the camera on its ability in your employees will they 
vertical center, said Zipser, dem- become more valuable to you. 
onstrating the successful result of Much depends upon your super- 
an experiment at Technicolor. visors. 

Pivoting the film aperture of How well do they delegate author- 


the camera on its vertical center ity? 
makes the focus calibration of all 
lenses always accurate for the 
center of the field and allows the 


How well do they prepare em- 
ployees for promotion? 


pivoting to be calibrated, Zipser The answers to these questions 
maintained. spell out how well your supervisors 
: : ‘ ; are developing people in your 
To achieve quality control: Nine Papers on Lab Practice organization. 


In sessions on laboratory prac- 
tice and facilities, nine technical 
papers were presented by members 
of Eastman Kodak Company. 


Show your supervisors how to do 
this job with: 
We “suppress zero” to spread 







the critical area of the scale A new Eastman 16mm reversal “PROMOTIONS, 
over the whole ammeter, color motion picture film and its TRANSFERS AND TRAINING 
achieving more precise exposure processing were explained in two FOR RESPONSIBILITY” 
control in the printer. A small talks. Nicholas H. Groet, Marvin 
thing, perhaps, but the M. Liberman and Forrest A. part of an outstanding sound slide 
quality difference for you Richey of Kodak Research Labor- program SUPERVISOR TRAINING 
can be significant. atories, discussed the film’s char- ON HUMAN RELATIONS, which 
acteristics. Processing of the new includes: 
film was covered by Deane S. 
Thomas, Howard W. Vogt and @ “THE SUPERVISOR'S JOB” 
Herbert L. Rees of Kodak Color © “INTERPRETING 
Technology Division. Ue COMPANY POLICIES” 
eek : @ “SUPERVISOR AS A 
TV FILM COMMERCIALS REPRESENTATIVE OF 
Writer + Producer - Director MANAGEMENT” 
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producer who wants to INSTRUCTION” 


strengthen his TV commer- @ “HANDLING 


cials department. Nine years 


RCA & Westrex Sound Recording 


4 i , GRIEVANCES” 
* Editing solid writing, production, 
* Processing direction experience as head 6 “MAINTAINING 
of film commercials depart- DISCIPLINE 
* Printing, Color and ee Aa 
ment of several New York “ 
Black-and-White ’ : @ “PROMOTING 
ad agencies with top na- COOPERATION” 
* Magnetic Laminating tional package good ac- 
counts. Also writer-pro- Write for Details on 
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AF: TA film program series. Salary 
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FILM LABORATORIES, INC. 


range opportunity. Person- 
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American Heart Assn. Names 
Ed Foster as A-V Director 

J. Edwin Foster has been ap- 
pointed Director of Audio-Visual 
Materials for the American Heart 
Association. 

Before joining the Heart Asso- 
ciation staff, Dr. Foster served for 
five years as Director, Medical 
Audio-Visual Institute of the As- 
sociation of American Medical 
Colleges. Previously, he was As- 
sociate Professor of Adult Educa- 
tion at the University of Manitoba, 
Canada. He has also served as 
Field Supervisor of the National 
Film Board of Canada. 

Dr. Foster is responsible for 
the production and distribution of 
films, filmstrips, transcriptions and 
exhibits for the Association. He 
will also assist the Association’s 
affiliates and chapters in the prep- 
aration and use of audio-visual 
materials. 

From 1953-57, Dr. _ Foster 
served as President of the Audio- 
Visual Conference of Medical and 
Allied Sciences. He has, since 
1950, been a member of the De- 
partment of Audio-Visual Instruc- 
tion of the National Educational 
Association. Vy 

o * ~ 
Jackman New Film Librarian 
of American Dental Assn. 


vy Appointment of Herbert B. 
Jackman as film librarian of the 
American Dental Association has 
been announced by Dr. Harold 
Hillenbrand, association secretary. 

Jackman has been employed as 
a writer and film coordinator for 
the Portland Cement Association, 
and as assistant to the director of 
the Audio-Visual center at the 
University of Chicago. 

In his new position he will be in 
charge of the ADA audio-visual 
education program and of the as- 
sociation’s extensive film library. & 

- © * 
Petersen to Animation, Inc. 

- Chris Petersen, Jr., has been 
appointed general manager of Ani- 
mation, Inc., by Earl Klein, presi- 
dent of the animation studio. 
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With the most of the best 
in “Outstanding Free TV Films” 
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For the second straight time ASSOCIATION FILMS has placed FIRST with the 
greatest number of free films judged outstanding by the nation’s TV program 
directors in a station and nation-wide poll by VARIETY! BOX SCORE: 12 out of 50! 





Wednesday, March 19, 1958 VARIETY TV FILM SEMI-ANNUAL 


STATIONS SELECT 50 OUTSTANDING FREE TV FILMS 




















TITLE SPONSOR 
ACTION IN ASIA YMCA 
ALICE IN WASHINGTON American Airlines 
AN AFFAIR OF THE HEART Health Information Foundation 
A LIFE TO SAVE American Medical Association 
THE CORPORAL STORY Firestone Tire & Rubber Company 
FRANCESCA Foster Parents Plan 
HELPING THE TAXPAYER American Institute of Certified 


Public Accountants 


ST. LAWRENCE POWER PROJECT New York State Power Authority 

THE STORY OF A MAIN STREET MERCHANT J. C. Penney Company 

THE RELAXED WIFE Chas. Pfizer & Company 

WE, THE MENTALLY ILL Smith, Kline & French Laboratories 
YOUR SAFETY FIRST Automobile Manufacturers Association 


ASSOCIATION FILMS INC. 


347 MADISON AVENUE, NEW YORK 17, NEW YORK 


DGEF! ) WN. J. LA GRANGE, ILL. SAN FRANCISCO DALLAS 
eet ox he 561 Hillgrove Ave. 799 Stevenson St. 1108 Jackson St. 
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America’s First Distributor of Films from Industry — for the Nation! 
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Invisible Ink Can Be Red .. . 


“Why didn’t you tell methat’s how you wanted it done?” 
“If I'd realized that, I could have made the sale.” 


“But I thought your company had a policy against .. .” 


There’s no column in the accountant’s ledger for recording 
the high cost of misunderstanding. But every business 
knows how often this one factor underlies lost sales . . . 


spoiled work . . . customer or employee discontent. 


In today’s increasingly competitive climate, the motion 
pictures and other communications materials we produce 
for our clients are helping to meet an ever-widening range 


of training and public relations needs. 


HENRY STRAUSS & CO. | inc. 


31 WEST S3RD STREET - NEW YORK 19. N. Y. 
PLAZA 7-0651 











A BUSINESS SCREEN REPORT FROM MINNEAPOLIS 


Twin Cities Host to l2th Annual 
Industrial Audio-Visual Meeting 


Governor Freeman Addresses Opening Session as Business 
Film Executives Elect Frank Greenleaf IAVA President 


screenings, informative talks 
and live demonstrations of the 
latest in audio and visual equip- 
ment and materials brought mem- 
bers of the Industrial Audio-Visual 
Association together in Minne- 
apolis on April 29 through May 1. 
It was the 12th annual meeting 
of the professional society of busi- 
ness and industrial executives 
concerned with the full range of 
a/v tools. 

Minnesota’s youthful and dy- 
namic Governor Orville Freeman 
gave an introductory address of 
welcome at the Association’s first 
general meeting, held in the Leam- 
ington Hotel on April 29. Prov- 
ing himself a very well-informed 
observer of informational films, 
Governor Freeman cited the value 
of sight/sound media in business, 
the schools and, through direct ex- 
perience, in keeping citizens in- 
formed on matters of general pub- 
lic interest within the state. 


{oo EVENTFUL Days of film 


Films’ "Boundless Future" 

“I know of no better way,” he 
said, “to show our people what 
they need to know about a wide 
range of state affairs, including, 
for example, our highway needs 
and plans.” Citing the wide- 
spread use of the film medium by 
state industries and institutions, he 
reminded the business audience 
of their authoritative and experi- 
enced background in a field with 
“a boundless future.” 

IAVA members and a few eligi- 
ble guests toured the modern re- 
search laboratory facilities of the 
Minnesota Mining & Manufactur- 
ing Co. in St. Paul where special 
emphasis was given to demonstra- 
tions of video tape recording de- 
velopments and materials. Later, 
the entire membership were guests 
of Mr. and Mrs. Charles Ward at 
their famed Hudson, Wisconsin 
farm estate. The Brown & Bige- 
low Company, headed by Mr. 
Ward, is an active user of a/v tools 
for sales training and promotion. 


Elect 1958-59 Officers 


Frank B. Greenleaf, 
States Steel Corp., 


United 
was elected 
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president of IAVA for the coming 
year. He succeeds Frank S. Rol- 
lins, E. R. Squibb & Sons, retiring 
president. Other officers elected 
were John Hawkinson, Illinois 
Central Railroad, first vice-presi- 
dent; Alan W. Morrison, Socony 
Mobil Oil Company, second vice- 
president; James Craig, General 
Motors Corporation, secretary 
(and historian); and Alden H. 
Livingston, E. I. du Pont de Ne- 
mours, assistant secretary. Charles 
B. Gunn of the New York, New 
Haven & Hartford Railroad, was 
re-elected treasurer for a second 
term. 


Regional directors who will 
guide local affairs of IAVA groups 
in their areas for 1958-59 are: 
D. G. Treichler, Socony Mobil 
Oil Company, eastern region; Vic- 
tor E. Johnson, Standard Oil Com- 
pany (Indiana), central region; 
Marshall F. Hosp, General Mills, 
northern region; Charles R. Cone- 
way, Color Harmony Services, 
southwest region; and Bernard A. 
Bailey, Mytinger & Casselberry, 
Inc., western region. 


Twin Cities Program Chairmen 


Arrangements for the Minne- 
apolis-St. Paul meeting were made 
by IAVA members Kenneth E. 
Penney of the 3M Company, Joel 
Anderson and Charles Fox, Brown 
& Bigelow; Marshall Hosp, Gen- 
eral Mills; Walter Burton, Minne- 
apolis Honeywell Co., and Marsh- 
all Barnes, Bemis Bros. Bag Com- 
pany. 

Highlighting general sessions 
were talks on new color films 
(by Ken Mason, Motion Picture 
Film Department, Eastman Kodak 
Company); on the growth of 
standards and facilities in the film 
laboratory field (by Neal Keehn, 
Calvin Company vice-president 
and an officer of the Association 
of Cinema Laboratories, Inc.); by 
Henry Daum, Minneapolis Society 
for the Blind; and by Robert Sha- 
fer, news director, television sta- 
tion WCCO-TYV. 

Mr. Mason also previewed the 
new Kodak informational film 
Murder on the Screen, a humor- 
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Minnesota’s Governor Orville Freeman welcomes delegates to |AVA 


Convention. 


ous but pointed treatise on the 
care and handling of motion pic- 
ture films by television stations. 
A film event on Tuesday, April 
29, was the screening by Reid H. 
Ray, president of Reid H. Ray 
Film Industries, of the award-win- 
ning theatre screen advertising 
films selected last fall at the Fourth 
International Advertising Film 
Festival in Europe. 
Merit Award to Rollins 

Presentation of the IAVA 
“Award of Merit” plaque to re- 
tiring president Frank Rollins was 
made at the Association’s annual 
dinner, held in the Leamington 
Hotel on Tuesday evening, April 
29. The plaque was presented io 
Mr. Rollins by O. H. Peterson, 
also a past president and produc- 
tion manager in charge of audio- 
visual services, Standard Oil Com- 
pany. 

In his inaugural talk, president- 
elect Greenleaf modestly cited the 
“many contributions which IAVA 
has made to my career through the 
past 10 years in which I have been 
privileged to serve in this organi- 
zation” and promised an active 
and fruitful term of office ‘“dur- 
ing the critical months ahead.” To- 
gether with Mr. Peterson, W. M. 
Bastable, Swift & Company; R. P 
Hogan, Kraft Foods Company and 
O. H. Coelln, publisher of Bust- 
NESS SCREEN, Frank Greenleaf 
was one of the small group of Chi- 
cagoans who founded the Indus- 
trial Audio-Visual Association. 


Review Latest Pictures 
In keeping with the organiza- 
tion’s direct interest in film pro- 
duction and techniques, regular 
screenings of member and other 
outstanding films were scheduled 
throughout the 3-day program. 


Retiring president Frank Rollins is seated at right above. 


Screening arrangements were made 
by Joel Anderson, Brown & Bige- 
low. 


Champion Film Is Previewed 


A special showing of 1/04 Sut- 
ton Road, the latest motion pic- 
ture effort of Champion Paper & 
Fibre Co., was a pre-convention 
event. This “sequel” to Cham- 
pion’s widely-heralded Production 
5118, a film on communications, 
deals with better understanding be- 
tween labor and management. 
Like its predecessor, Sutton Road 
was produced by Wilding Pic- 
ture Productions, Inc. and scripted 
by Samuel Beall. 

Through the courtesy of Glenn 
E. Miller, motion picture depart 


ment manager, Missile Systems 
Division, Lockheed Aircraft Cor 
poration, [AVA members  wit- 


nessed a special 35mm screening 
of a new Technicolor motion pic 
ture Design for Destruction. The 
picture showed the application and 
development of motion cinematog- 
raphy and equipment in the testing 
of aircraft and missiles. 


Entertained at Ward Farm 


A charming hostess, Mrs. Charles 
Ward, wife of the president of 
Brown & Bigelow and _ publisher 
of the Hudson, Wisconsin weekly 
newspaper (oldest paper in Min- 
nesota), made the Wednesday 
evening smorgasbord dinner a 
memorable event. The dinner fol- 
lowed an afternoon of film dem- 
onstration and discussion arranged 
by [AVA member Charles Fox, 
convention manager of B&B, in 
the meeting auditorium on the 
grounds of the Ward’s famed Hud- 
son farm estate. 

Plans for the annual Fall meet- 
ing of LAVA, to be held in the 
East, were also discussed. (ry 














Film in bovernment 


by Governor Orville L. Freeman 




















U* OF AUDIO-VISUAL media—movies, slide- 
films and illustrative materials for talks— 
is assisting the state government in explaining 
many of the fast moving changes taking place 
in Minnesota, Governor Orville L. Freeman of 
that state told Business SCREEN. 

Speaking at the opening of the Industrial 
Audio-Visual association convention in Minne- 
apolis, he pointed out that while state govern- 
ments often lag behind business in adopting new 
methods of efficient operation, in the area of 
audio-visual materials the states have pioneered. 

“In education programs, the school has long 
utilized audio-visual materials — although for 
many years they were not identified by that 
name. Teachers have always used forms of 
visual material to aid the transfer of concepts. 

“Admittedly, as new and better techniques 
are developed, states are slower in adopting 
them. This usually is true where these tech- 
niques become more complex and expensive— 
states are hindered in their ability to use the 
new equipment and materials.” 

The governor said the state has begun utiliz- 
ing audio-visual materials increasingly outside 
the education field. It has become very useful 
in reaching greater numbers of people to ac- 
quaint them with the background information 
as to why changes are taking place in Minne- 
sota. 

“For example, we in Minnesota have launch- 
ed the biggest highway building program in 
our history. To explain the far reaching effects 
this will have on the individual citizen and his 
community, the highway department has found 
that films and slide materials frequently can 
explain the problems much more satisfactorily 
than any number of talks.” 

Freeman also pointed out that an expanding 
highway program requires employees be kept 
informed on more subjects and that audio-vis- 
ual aids have been very helpful 

“In explaining technical information to a 
large group, especially testing procedures, it 
has been found that a movie is more easily 
understood than a talk.” 

The governor said that with the new empha- 
sis on highway safety in Minnesota, the state 
has been collecting a film library on safety 
subjects which can be used with public and 
private group meetings. 

“And only recently we had the first showing 
in our state of a film made by the department of 
welfare in one of the state hospitals. It uniquely 
combines an appeal for volunteer participation 
in vital state programs with an approach to 


mental illness which creates an enlightened un- 
derstanding of this sometimes misunderstood 
problem.” at 








President Edwin J. Thomas of Goodyear .. . 


Goodyear Observes 60th Birthday 


With a New Film for Employees 


Destined to be shown to 10,000 employees, 
Goodyear On The March, a new institutional 
motion picture sponsored by Goodyear Tire & 
Rubber Co., is in production at Wilding Pic- 
ture Productions, Inc., Chicago. The film is 
scheduled for completion late this fall. 

Goodyear On The March is particularly 
scripted for Goodyear’s young employees and 
will be shown in plants in many countries out- 
side the Iron Curtain. It also will be made 
available to the public through the Goodyear 
film library. 

“The film presents a history of the company, 
but it also tells our position in the world to- 
day and what we hope to accomplish in the 
future,” commented Edwin J. Thomas, Good- 
year president. Thomas recently appeared 
before the cameras to make a filmed introduc- 
tion to the picture. 

Featuring 14 original songs and jingles pre- 
pared by the studio, Goodyear On The March 
opens with the discovery of the vulcanization 
process by Charles Goodyear and the found- 
ing of the Akron, Ohio company in 1898 by 
Frank Seiberling. 

The company’s rapid expansion and diversi- 
fication of products is depicted. Many of the 


overseas plants are visited and their role in 
the company’s growth is explained. 

Wilding has made 90 motion pictures for 
Goodyear since 1937 but Goodyear On The 
March is the sponsor’s first major institutional 
film in several years. 4 


Paper Demonstrator 


West Virginia Paper Salesmen Get 
High Speed Film on a New Product 


Sponsor: West Virginia Pulp and Paper Com- 
pany. 

TitLe: Extensible Paper, 5 min., b/w, pro- 
duced by United States Productions, Inc. 
Extensible paper is a new product made 

for bags and containers. It is stronger than 

ordinary Kraft. 

To introduce it to salesmen and prospective 
clients, West Virginia Pulp and Paper is now 
using this straightforward demonstration film. 
It shows just one thing—the ordinary Kraft 
bags bust all over the place, but the extensible 
paper bags don’t. 

To show this, Fastax cameras were used, 
extending a second or so of burst tests into 
30 or 40 seconds of screen time. bade 


Below: high speed sequence shows breakage 
test; the ordinary bag is one at the top. 
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—some timely observations on current 
affairs by guest editor Jack Krieger 


husiness enemy number |: the lack of salesmanship 


SALESMANSHIP! What crimes are committed in your name! Statistics tell 
us there are millions of salesmen in business ranks today. But we don’t need 
statistics to tell us that many of them are not selling. Just visit the corner store, 
the gas station, the auto dealer—you name it—and you will find lack of sales- 
manship evident in all walks of business life. This is business enemy No. 1, 
hard at work. If you are a salesman, ask yourself this question, “Am I an 
order taker or am | an order maker?” If you are honest in your answer, you 
will begin at once to make a significant contribution towards eliminating the 


present so-called “business recession.” 
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The Inside Story of Your Better Business Bureau: 


A Servant of Business and the Consumer 


Guardians of Ethical Practices; the 109 Better Business Bureaus Are Turning to 
Film Medium to Define "Infinitely Varied" Activities and Alert Public to Pitfalls 


VERYBODY KNOWs: what a 
E cop does. 

He directs traffic, maintains the 
peace, quells disturbances, appre- 
hends criminals, rides in patrol 
cars, sometimes blows sirens, re- 
turns lost children to their parents 
and occasionally breaks into print 
by saving a life or assisting the fire 
department in retrieving a lost cat 
that has been marooned on top of 
a telegraph pole. 

Many people confuse the func- 
tions of a Better Business Bureau 
with those of cops. 


Setting the Record Straight 

With a full awareness of the 
confusion that exists in the minds 
of the public at large, the Associa- 
tion of Better Business Bureaus 
has undertaken to set the record 
straight and to perform a much 
needed and truly valid public ser- 
vice by defining what a Better 
Business Bureau is and why it 
exists. 

The Better Business Bureau 
movement in the United States is 
more than 40 years old. But its 
most recent attempt to explain its 
functions and purposes took place 
on April 23, 1958, in 150 cities in 
the United States and Canada, with 
the closed circuit color telecast, by 
NBC, of the premiere of The Bet- 
ter Business Bureau Story, a 27\% 
minute motion picture produced 
by Pathescope Productions, New 
York. 


First of a Television Series 

Sparkplug of this film, and of a 
half-hour TV series of which this 
picture represents the kickoff, is 
the Association of Better Business 
Bureaus, umbrella organization for 
all of the 109 Better Business Bu- 
reaus in the United States and Can- 
ada, and of the National Better 
Business Bureau in the United 
States. 

In inaugurating the idea of this 
series some three years ago, the 
ABBB, working with the produc- 
ers, became convinced of the po- 
tential large-scale distribution that 
public service, non-sponsored TV 
represented, and undertook to 
communicate the desirability of 
using this medium to its member 
bureaus. 

Under the guidance of its 
media-conscious and communica- 
tions-minded president, Victor H. 
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Nyborg, a series of meetings was 
set up to explore the possibilities 
of filmed TV programs to present 
the almost infinitely varied as- 
pects of Better Business Bureau 
activities. 


Question of Approach, Format 


Result of the nation-wide meet- 
ings were others between the Busi- 
ness Relations Committee and 
Pathescope, one of many produc- 
ers considered for the project. 

With an “explanatory” series in 
view, there were many questions to 
be discussed. Not the least sticky 
was that of approach and format. 
There were many considerations. 

There was, first, an “explana- 
tory” story to be told, with its 
explanation consistent with the 
ideas of an association whose 109 
members had to agree with what 
was being said. 

Second, there was not only the 
problem of a picture to be made, 
but that of presenting its content 
in such a manner as to intrigue 
and hold an audience against 
tempting TV fare on other chan- 
nels. 

From the “explanatory” point of 
view, there were two points to be 
made: First, that it was the pur- 
pose of a Better Business Bureau 
to help people become better in- 
formed so that they will be able 
to derive maximum satisfaction 
from their business transactions— 
in short, to help build a cleaner, 
healthier competitive marketing 
atmosphere; second, to give busi- 
nessmen a full understanding of 
what the Better Business Bureau 
stands for, how it operates and how 


A fast-talking car salesman “cons” couple into signing 
a purchase contract with blank spaces. 


e 1958 


it serves both business and the 
public. 

From the point of view of the 
creative personne! involved in the 
producer’s stable, the most tempt- 
ing approach was that of a cops- 
and-robbers treatment that would 
combine the best features of The 
Thin Man, Robin Hood and Drag- 
net, with possibly some of the hu- 
man-interest values of Lassie 
thrown in for good measure. The 
only thing wrong with this initial 
inspiration, intriguing as it might 
have been for TV viewers, was 
that it was inaccurate. 

For the average Better Business 
Bureau in the average city is, to 
the detective-story-minded viewer, 
a routine and largely colorless 
operation that goes about its busi- 
ness with the efficiency and lack 
of drama that characterizes the 
local post office. 


Seek Drama With Accuracy 

From a cinematic standpoint, 
the problem of both the ABBB 
Business Relations Committee and 
the producer was that of maintain- 
ing the drama required to hold an 
audience while adhering to the ac- 
curacy of the commonplace. 

The problem was not an easy 
one, for any attempt at its solution 
had also to be reconciled with that 
mysterious something called “pol- 
icy” which, as any film producer 
knows, can be a rock of elastic 
dimensions on which many a mo- 
tion picture ship has foundered. 
Debates as to its solution were 
numerous. But the picture as it 
stands (and as premiered on NBC 
closed circuit late in April) testi- 


Burned by inflated monthly payments on the car, 





Above: a team of phony charity 
solicitation “operators” studies city 
directory, local papers to hand- 
pick their next victims. 


fies to the fact that a rather elo- 
quent solution has been found. 

Cinematically speaking, the so- 
lution has been reached through 
a combination of documentary and 
dramatic approaches, with empha- 
sis on the dramatic. The film 
opens with a visual definition of a 
community, with narrative and 
musical supplements explaining 
that a community is a combination 
of inter-dependent elements: citi- 
zens, businesses, industries, 
vices and professions. 

It states that most of these are 
honest, but there are exceptions. 


Show Three Typical Cases 

One of these, the case of a 
young couple signing a new-car- 
purchase contract in blank, is 
treated in dramatic fashion, with 
a live dialogue, plot development, 
suspense and flashback treatment 
consistent with the best traditions 
of the TV whodunit. The manager 
of a hypothetical Better Business 
Bureau (played by actor John Gra- 
ham) serves as an explanatory and 
continuity device, bridging three 
dramatic episodes together. 

The second of these episodes 
(CONTINUED PAGE 61) 
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tion” program on tv has real meaning to pair. 
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PREVIEWS 


Left: preview hosts at “Essential 
Oils” showing were (Il to r) Dr. 
Ernest Guenther, v.p. and John L. 
Cassulo, president, Fritzche Broth- 
ers, Inc., sponsors, with Harold 
Wondsel, president of the produc- 
ing company. 


Film Interprets “Essential Uils” 


Pictures Adventurous Search for Vital Ingredients in Africa 


Sponsor: Fritzsche Brothers, Inc 


ritLe: Essential Oils of Africa, 27 
min., color, produced by Wond- 
sel, Carlisle & Dunphy, Inc 


The essential oil industry, which 
is the specialized field of Fritz- 
sche Brothers, Inc., is in the rather 
odd position of having its products 
used every day in the year, in one 
form or another, by practically 
every civilized being. Yet, if asked 
the question: “What is an essential 
oil?” only a small minority could 
give the correct answer. Most 
would likely say fuel oil, gasoline 
or petroleum, and while these are 
truly essential, they are not the 
“essential” oils as the chemical in- 
dustry knows them 

One reason the public is not too 
well informed is that these delicate 
substances reach them only as a 
part of some other product—as 
the ingredient which contributes 
what the consumer identifies mere 
ly-—but most importantly— 
or smell. Thus, in most cases, they 
do not know that one of thei 
most important reactions to such a 
product is due to the presence of 
a certain highly refined substance 
known as an essential oil—(the 
odorous, volatile principle of cer- 
tain plants). 

Of course, the essential oil in- 
dustry is mainly at fault for this 
lack of knowledge because it has 


as taste 


done very little outside of its own 
trade press to glamorize its prod- 
ucts—to tell the consumer what 
they are—and why. 

To interest consumers in what 
goes into the vast array of house- 
hold products that line their 
shelves, Fritzsche Brothers is plan- 
ning a series of films on the essen- 
of which this is the first. 
It is a pictorial report by Dr. 
Ernest Guenther, the company’s 
vice president and technical direc- 
tor, of a recent trip through Africa 
investigating at first hand the es- 
sential oil production capacities of 
that continent 

Scenes show the growing and 
harvesting of such essential oil 
producing plants as lemongrass, 
eucalyptus, vanilla, pep- 
per, geranium, clove, citrus, chili, 
etc. But the film depicts many of 
Dr. Guenther’s experiences beyond 
his botanical investigations. He 
brings his lenses into the faces of 
big game, seven-foot dancing na- 
tives, and, in an almost culmina- 
tive sequence, the crack-up of his 
own plane in South Africa. 

All this bang-up, but random, 
travel footage—8,000 ft. in all— 
has been made into a well or- 
ganized and first class adventure 
film. It will be shown to non- 
theatrical audiences and on tele- 
vision. A distributor will be an- 
nounced shortly. ea 
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Nature Secrets Revealed in ‘‘Miracle of the Bulb” 


Sponsor: Associated Bulb Grow- 
ers of Holland. 
Titte: The Miracle 

13 min., 

John Ott. 

This film was produced over a 
three-year period by John Ott, 
well known in both horticultural 
and film circles for his work in 
time-lapse photography. The new 
movie makes extensive use of 
time-lapse to reveal the life-cycle 
of the Dutch spring bulb flowers: 
crocus, daffodil, hyacinth, tulip. 
The miracle of growth potential 
in a bulb is visually documented 


of the Bulb, 


color, produced by 





from the moment of planting 
through its growth under the 
ground and above the surface to 
the full blooming of the flowers. 

An original orchestral score is 
by Gene Forrell, and is closely 
integrated with the rhythmic move- 
ments of growth revealed by the 
camera to permit the flowers to 
tell their own story with a mini- 
mum of narration. 

Bookings will be handled by 
Films of the Nations, 62 West 
45th Street, New York 36, N.Y., 
and the firm’s regional distribu- 
tors throughout the country. Va’ 
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HISTORIES OF OUTSTANDING NEW PICTURES 





A “Cool” Film for Hot Prospects 


Better Heating-Cooling Council Cartoon "Sells" the 
Latest Ideas on Home Comfort With Appealing Humor 


Sponsor: The Better 
Cooling Council. 


TITLE: You Lucky Earth People, 
13'2 min., color, produced by 
Pelican Films, Inc., through 
Film Counselors, Inc. 


Heating- 


People about to build or re- 
model a home are the target of this 
new film which extols the quali- 
ties of liquid heating-cooling sys- 
tems. 

With no hot air, the film is a 
gentle, entertaining reminder that 
no system can do the job like 
water. Designed, primarily, for 
public service television showings, 
it is a cartoon depicting the frustrat- 
ing adventures of little space-man, 
Bebop Bobap, who is assigned the 
job of selling his planet’s “Galaxy 
Heating System” to earth people. 

Long-lived Bobap begins his 
pitch in 18,000 B.C., but his put- 
tering air heater won't function 
properly in the caveman’s cliff 


These scenes in “You Lucky Earth People” 
“Galaxy” 


in his adventures in selling the 


dwelling. Bobap is persistent, how- 
ever, and goes on to show his 
heater to Nero and to Ben Franklin 
before coming to grips finally with 
a modern prospect. 

In an earth-man’s new home 
Bobap finds a hot water system 
that is silent, efficient and economi- 
cal, and even removes snow from 
the driveway. And in summer, the 
same system cools through chilled 
water. “You Lucky Earth People,” 
says Bobap, as he packs up his 
Galaxy clunker and takes off 
space with plans for a modern sys- 
tem in his kick. 

The film is cute and funny, more 
than a big selling venture. The 
Council knew that you can’t really 
sell hard, or pack the tv air with 
technical facts, so wisely seeks only 
to amuse and plant a seed of home 
heating wisdom that a plumber or 
contractor may later sprout into a 
sale. A most proper activity for 
an association and well done. & 


(below) show Bebop Bobap 
heating system. Naturally, a 


modern hot water system beats anything else on earth or off . . . 








Alexander to Produce Film 


Federal civil service, its oppor- 
tunities and future will be de- 
scribed in a 28-minute color film 
to be produced for Henry Van 
Hummell, Inc., Denver, by Alex- 
ander Film Co., Colorado Springs. 

Utilizing live-action and lip- 
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on Federal Civil Service 


sync sound, the film will depict 
civil service as a career field and 
show kinds of jobs available for 
the nation’s youth. 

Distribution will be nationwide 
to schools, civic organizations, 
parent-teacher groups and tv. 


MAGAZINE 





SELECTED FOR THE 1958 VENICE FILM FESTIVAL 


Cotton Spins a Memorable Tale 


Long Active in Film Medium, National Cotton Council 
Sponsors Fine Definitive Picture on “Wonder Fiber” 


Sponsor: National Cotton Council 


TITLE: Cotton, Nature’s Wonder 
Fiber, 27 min., color, produced 
by Audio Productions, Inc. 


The National Cotton Council, 
one of the heaviest. users of films 
among national trade associations, 
produces—internally—some eight 
to ten films a year designed to 
promote cotton sales to consumers. 

Occasionally, the Council turns 
to outside producers for major 
films, as in this case—Cotton, 
Nature’s Wonder Fiber. The film 
is a general exposition of all the 
pluses of cotton — showing that 
among all the “miracle” fibers, cot- 
ton, indeed, is the most mir- 
aculous. 

Several foreign versions of the 
film will be used to help sell our 
cotton overseas. The picture opens 
with sequences of the history of 
the fiber from the dawn of man- 
kind—stressing that the “lamb on 
a tree” (which is the derivation of 


the word cotton)—has always 
been the most widely used staple 
for cloth. And today—fashionable 
women all over the world tell why 
it is better than ever—in their own 
languages: English, Italian, Ger- 
man, Spanish, Japanese and 
French. 

Nature’s incomparable tools— 
sun, air and rain—are shown in 
their roles of sprouting cotton and 
nurturing it to sturdy growth, but 
man has devised many ways to 
help nature along—with sprays 
and automatic picking methods. 
Now that so many textiles are 
made in a test tube it is still true 
that cotton’s special qualities have 
never been duplicated syntheti- 
cally. 

The film uses studio and loca- 
tion shots, full animation, stop mo- 
tion and layouts of old prints to 
tell its story. 

It will be distributed by the Na- 
tional Cotton Council—and the 
U. S. Department of Agriculture. 











This is the “Face of the South” 


Good New Socio-Documentary Film Presents Its True Look 


Sponsor: Department of Social 
Education and Action of The 
Presbyterian Church, U. S. A., 
in cooperation with the South- 
ern Regional Council. 


TITLE: Face of the South, 29 min.., 
color, produced by Frank Wil- 
lard Productions. 


White-hooded men conspiring 
against their neighbors; barbaric 
hillbillies; a menagerie of seedy 
heirs to an ancient, cruel grandeur; 
temples desecrated; towns and 
schools full of racial warfare, a 
hot, green hell amid magnolias. 

This is how the South typically 
appears to a myopic North—and 
to not a few southerners. The 
excesses of the South are much 
better known than the history and 
depth of its problems. Seeing 
flagrant disorders in the South and 
failing to see their causes, failing 
to see healthier trends, is more un- 
realistic than judging the South 
from a song about Dixie. 

If it’s true what the newspapers 
currently are saying about Dixie, 
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it is important to consider the kind 
of information advanced in Face 
of the South, a new socio-economic 
documentary. 

Face of the South features a nar- 
ration by George Sinclair Mitchell, 
a southerner, an economist and 
former director of the Southern 
Regional Council. 

Talking his way with film clips 
and other images, Mitchell out- 
lines the South’s history as the 
basis for an analysis of the South’s 
present economic situation. In 
his analysis, Mitchell emphasizes 
the relationship between the econ- 
omy and the status of civil rights 
for minority groups. As Mitchell 
sees it, progress toward increased 
economic opportunity for minori- 
ties means progress toward civil 
rights for minorities. 

In 1787, the abolition of slavery 
missed passage by one vote in the 
Virginia Legislature. Growth of 
the plantation economy, spurred 
by the cotton gin, saw slavery be- 
come a “state right” worth dying 
(CONTINUED ON PAGE 62) 
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Showing the "Perception 
of Driving Hazards" to Youth 


Filmstrip Aids 
Traffic Safety 


Driving situation is pictured in 
Shell filmstrip reviewed below. 


| satderg PERCEPTION — a clear 
understanding of what you see 
before you as you drive a car—i 





is 
now being taught in classrooms 
with a new teaching aid developed 
by New York University’s Center 
for Safety Education and Shell Oil 
Company. 

The teaching aid is a 30-frame 
color filmstrip using photographs 
of actual traffic hazards as seen 
from the driver’s viewpoint. These 
are flashed on a screen for a few 
seconds each. Students are then 
asked to spot the hazard and ex- 
plain how they would avoid be- 
coming involved in an accident. 

The filmstrip, Perception of 





Hazards, 


Driving 
Roger Wade Productions, Inc., was 
developed as part of a long-range 
research project to find what per- 


produced by 


sonal traits lead drivers to have 
auto accidents and to develop bet- 
ter tests for driver licensing and 
improved educational programs. 
The project was made possible by 
a three-year research grant to 
N.Y.U. by Shell. 

The filmstrip can be obtained 
free of charge by writing the Cen- 
ter for Safety Education, New 
York University, New York 3, o1 
to the Public Relations Depart- 
ment, Shell Oil Company, 50 West 
50th Street, New York 20. IQ 


Doctor's Look into the Heart 


Latest of a Medical Film Series Is Released by E. R. Squibb 


Sponsor: E. R. Squibb & Sons, 
Division of Olin Mathieson 
Chemical Corp. 

TITLE: Normal Development of 
the Heart, 33 min., color, pro- 
duced by Sturgis-Grant Produc- 
tions, Inc. 


vy This is the latest in a series of 
films dealing with the embryology 
of the cardiovascular system being 
sponsored by Squibb and produced 
under the guidance of Dr. George 
H. Humphreys II, chief of the 
Department of Surgery at Colum- 
bia-Presbyterian Medical Center, 
and chairman of the A.C.S. Motion 
Picture Committee on Heart and 
Pericardium. 

Because a wide variety of path- 
ologic conditions within the heart 
now can be corrected by surgery, 
it is important for the diagnostician 
and the surgeon to understand how 
this organ develops normally and 
how abnormalities may occur. 

Presented entirely in animation, 
the film details the growth and 
development of the heart from 
earliest stages of the embryo 
through fetal life to term. It is 
intended as a basic teaching aid 
for medical students, and as a re- 
view for practicing physicians and 


surgeons, especially those who are 
concerned with cardiac problems. 

At the 1957 Clinical Congress, 
Normal Development of the Heart 
was presented the award of the 
American College of Surgeons “in 
recognition of outstanding educa- 
tional value.” 

Prior to the new film, Squibb 
sponsored The Development of the 
Aortic Arch, which was followed 
by a companion film, Anomalies of 
the Aortic Arch. 
to 


As a companion 
Normal Development of the 
Heart, Squibb is sponsoring Anom- 
alies of the Heart, now in prepara- 
tion at Sturgis Grant Productions, 
Inc. This film will be 
in 1958. 

Original data have been includ 
ed in these films as a result of re- 
search by Dwinell Grant, who was 
responsible for the script and 
animation. Compiling and co- 
ordinating the data from a great 
number of sources and animating 
the stages of development of the 
heart for Normal Development .. . 
took two years. 

This film and others in the series 
can be secured on a free loan basis 
for showings to the medical pro- 
fession from Squibb, 745 Fifth 
Ave., New York 22, N.Y. Ve 


released 
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Above: pictured at April dinner of N. Y. Film Producers are (1 to r) 
Wally Ross, FPA public relations counsel; Budd and Stuart Schulberg, 
feature film makers; and FPA President Nathan Zucker. 
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Above: (/ to r) past president Harold Wondsel; W. P. Pratt, AT&T film 


executive; Walter Lowendahl, pres. Transfilm, Inc.; and Peter Mooney, 
secretary-treasurer of Audio Productions, Inc. 





Above: (/ to r) producers John Hans, Depicto Films; Henry Strauss, 
Henry Strauss & Co.; Elda Hartley; John Freese, Young & Rubicam. 


Below: E. G. Harwood, Nat'l Cine Equipment (left) with Mr. Hans and 
F. C. “Bob” Wood, president of Sound Masters, Inc. at far right. 
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New York Steps Up a Campaign 


Film Producers Association Develops Activities Program 
to Stimulate Trade; Mayor Wagner Pledges Civic Support 


f rhmtichye OF THE Film Pro- 
ducers Association of New 
York during the past month indi- 
cate that the Association is moving 
fast along several fronts. 

In gaining greater recognition 
by civic officials of the importance 
of film production to the city’s 
economy, the FPA has now estab- 
lished an effective liaison with City 
Hall in the person of Stanley H. 
Lowell, first executive assistant to 
Mayor Wagner. 


Meet With Commissioners 


Mr. Lowell, designated to the 
liaison position following an FPA 
dinner on April 8th, attended by 
the Mayor and several commis- 
sioners, has now called a meeting 
in May between FPA officers and 
12 commissioners whose depart- 
ments are involved with facilitat- 
ing film production. 

The purpose of the meeting, 
which is an outgrowth of the 
Mayor’s expressed desire to “cre- 
ate an atmosphere of enthusiasm 
for production of films of all 
types,” is to examine rules and 
regulations which affect the film in- 
dustry in an attempt to modernize, 
revise and alleviate them where 
necessary. 


200 Attend April Dinner 


At the April 8th FPA dinner at 
Toots Shor’s, attended by 200 film 
industry executives and invited 
guests, the Mayor pointed out that 
the film industry employs some 
25,000 people in the city and ac- 
counts for over $80,000,000 in 
annual business volume. 

Three new producers — The 
Production Center, Inc., William 
J. Ganz Company, Inc., and 
Gerald Productions, Inc. — have 
joined the association, as well as 
14 associate members—The Ani- 
mation Equipment Company, E. J. 
Barnes & Company, The Camera 
Mart, Camera Equipment Compa- 
ny, Cineffects, Inc., Color Service 
Company, Consolidated Film In- 
dustries, Du Art Film Labora- 
tories, Eastern Effects, Inc., Flor- 
man & Babb, Inc., Movielab Film 
Labs, Inc., Pathe Laboratories, 
Inc., Precision Film Laboratories, 
Inc., and Reeves Sound Studios. 

Now comprising 34 producer 
members and 14 associates, FPA 
accounts for upwards of $50,000,- 
000 annual volume, according to 


BUSINESS 


its treasurer, Edward J. Lamm. 


This represents over half the total 
volume of the New York film in- 
dustry, and “we're out to enroll as 
much of the industry as possible 
in order to put real promotional 
money into FPA’s campaign for 





New York’s Mayor Robert Wag- 
ner addressed the April 8th dinner; 
is expediting civic cooperation. 


recognition of our artistic and eco- 
nomic contributions to the city and 
the nation,” according to Lamm, 
who is president of the Pathescope 
Company of America. 

Current FPA promotional activi- 
ties include plans for a Showcase 
of TV Filmed Commercials for 
advertising agency staffs in late 
May, also a Showcase of Spon- 
sored Industrial and Training 
Films in late June, and a New 
York City Film Festival in late 
summer. The latter may be co- 


ordinated into New York’s “Sum- 
mer Festival” Event. Wy 





Above: film exec Bill Pratt was 
another guest speaker; below are 
FPA treasurer Ed Lamm and 
counsel John Wheeler (at right). 
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FPA president Nat Zucker looks 


to films’ great future .. . 


The President's Message 

(Highlights of April speech) 

Last year, the motion picture 
industry in New York City did 
an eighty million dollar business. 

And it’s not just New York. The 
whole film business has grown, and 
is growing. Within the last ten 
years, the sheer mileage of film 
processed by laboratories in the 
U.S. has nearly doubled. In the 
terms of total employment — of 
writers writing, of artists drawing, 
of editors editing, of directors di- 
recting and actors eating, the film 
business has just had the biggest 
year of its entire history, and is 
obviously headed for an even big- 
ger one. 

In terms of audience, of sheer 
numbers of people reached by our 
efforts—motion picture viewing is 
at an all time high. And no won- 
der. 

New patterns of distribution are 
making films accessible to people 
in new ways and as never before. 
Now every classroom, from kinder- 
garten to university, every confer- 
ence room, every union hall, 
every social hall and clubroom, 
every American living room, has 
become a potential screening room 
for films. These days, when the 
teacher turns to the blackboard 
she doesn’t reach for the chalk 
and eraser, she just pulls down the 
movie screen. 

When a_ businessman today 
wants to celebrate something, he 
doesn’t hand out cigars—he hands 


out prints. And when a tough top 
sergeant calls the rookies together 
to instruct them in the arts of war, 
he no longer hollers “Dress up 
that line!” — he hollers “Thread 
up that projector!” 

Last year all this so-called 
non-theatrical film production 
alone consumed moze footage and 
reached more people than the so- 
called theatrical film industry ever 
did during the best years it ever 
Saw. : 


In general, the exponents of the 
new realism and the new honesty 
in film-making, that distinguish to- 
day’s great film, Budd Schulberg, 
Elia Kazan among others, find that 
producing in New York City gives 
their product some _indefinable 
extra dimension. As a production 
center, New York City is not 
spending its energy trying to per- 
petuate past glories. As I re- 
marked before, we keep both the 
smog and the confusion low. In 
New York, a producer without a 
million dollars to spend can still 
live a little. 

And when it comes to produc- 
tion facilities and suppliers, labs, 
opticals, recording studios, equip- 
ment—no producer need go out- 
side greater New York for the best 
service in the world today. I 
don’t need to tell you about the 
talent market here. For example, 
I daresay there are more first- 
class ballet dancers within three 
blocks of Carnegie Hall than there 
are in the rest of the country. The 
actors, singers, the comics who 
foregather every day to make the 
rounds of Broadway and the vari- 
ous studios would supply the rest 
of the world for a year. 

And now let me tell you briefly 
what FPA is all about. Maybe 
I ought to tell you first what it is 
not. FPA is not an exclusive club. 
You don’t have to know anyone to 
get in. All you have to do to 
qualify as a regular member of the 
Film Producers Association of 
New York, is to be a bonafide pro- 


Below: FPA dinner guests (1 to r) are Bob Pell, Color Service Co.; 
Babette Doniger and Dwight Godwin, Editorial Films; Bob Crane of 


Color Service; and Irving Hartley, Hartley Productions. 
























Above (top left) are Tom Wolf, Frank and John Thayer, all of U. § 


Productions. Top right: 


Howard Lesser, 


Knickerbocker 


Productions 


Willard Van Dyke, Affiliated Film Productions. Bottom left: Lawrenc« 


Glesnes, Robert Gross of American Film Producers; 


Arthur Florman 


Florman & Babb. Bottom right: Ralph Fuller and Nel Bolin, both of 


Training Films, Inc. 


ducer of motion pictures with a 
record of competence in produc- 
tion and a decent, responsible fi- 
nancial standing. In addition to 
regular membership, we now have 
associate membership, for those 
firms who aren’t producers but who 
operate a service organization for 
production, that is, labs, optical 
effects, equipment, suppliers, raw 
stock distributors, recording stu- 
dios, and so on. 

FPA is not a geographic organi- 
zation. We are not fighting a re- 
gional civil war, nor are we limited 
to any region. We are not geo- 


(Business Screen photos ) 


graphic, any more than the New 
York Stock Exchange iS 
graphic. Many of our members 
and associate members are na- 
tional enterprises. Our distribu- 
tion is national. Our clients are 
national. But because New York 
is still the country’s cultural and 
business hub of visual arts and sci- 
ences, our base of operations is 
right here. 
ness lives. 


geo- 


This is where our busi- 
We are prepared to 
cooperate, on equal terms, with 
any group anywhere whose inter- 
ests are identified with the growth 
of the motion picture industry. 





Above: J. T. Dougherty, DuPont 
Company (left) with Kern Moyse, 
Peerless Film Processing head. 


Above: veteran Bill Ganz, W. J 
Ganz Co. (left) chats with John 
Hans of Depicto Films. 


Below: (/ to r) are film “music man” Thomas J. Valentino, pictured with 
Ted Roseen and Robert Davis, of Robert Davis Productions, at the New 


York Film Producers gathering last month. 





This is the MODERN Story 


Prewar Audience Research Sets Pattern for Postwar Growth 


as Equipment Sales, Experience Broaden Services: Part Il 


kK“ H YEAR, industry “spon- 
sors” hundreds of new pub- 
lic relations and promotional mo- 
tion pictures which it expects to 
show to audiences of 
scription and type these are 
the films to explain a company’s 
new product from aluminum 
finishes to X-ray techniques 
films to interpret economics or in- 
crease interest in nutrition. There 
are pictures for consumers, voters, 
workers, teen-agers and farmers, 
in short, for Mr. and Mrs. Amer 
ica and their whole family. 

The task of creating these films 
belongs to highly-skilled crafts- 
men, for the most part, working 
from script to screen in studios 
and laboratories all over the U.S 
What they create is destined, the 
sponsor hopes, for screens “every- 
where” on which such fare may be 
shown. Today, the potential is 
truly enormous for it includes the- 
atres from Radio City Music Hall 
to Grauman’s Chinese, both net 
work and local television showings, 
rural and small-town audiences 
under the stars and tens of thou- 
sands of 16 mm projector-owning 
groups, institutions, factory cafe- 
terias, grange and union halls, 
churches and schools. 


Who Will See the Picture? 

The process of getting the spon- 
sored film print out of the labora- 
tory and onto these 
another specialized business 
film distribution. For long before 
the creative process can actually 
begin, the company or association 
budget to produce such a film 
must satisfy these basic questions 

“What is the purpose, the 
objective of the picture?” 

“Who's going to see the film . 
and how will they get it?” 

The right answers to these key 
questions are the fundamentals on 
which any successful sponsored 
film project must be anchored. 


every de 


screens 1S 


Specialize in Film Distribution 

Supplying audiences and deliv- 
ering the film to them is the sole 
business in which Modern Talking 
Picture Service, Inc. has engaged 
these past 20 years. It does a lot 
more than that, however, in fur- 
nishing trained field supervision, 
meticulous record-keeping, film 
care and inspection for every 
shipment, and its presently exten- 


sive development and _ research 
activities. 

To know Modern, its transi- 
tional periods, its people and its 
methods is a virtual key to the 
whole “public relations” aspect of 
the sponsored film medium. Fol- 
lowing its official incorporation as 
an independent company in July, 
1937, Modern continued to ex- 
pand the only successful form of 
film distribution possible in that 
era: it brought both operator and 
projector to its audiences for spon- 
sored films. 


“Sign of Good Showmanship” 

In the first issue of BUSINESS 
SCREEN (June, 1938), Modern’s 
page advertisement titled “The 
Sign of Good Showmanship” of- 
fered the company’s “complete 
service” facilities, inviting sponsors 
to “look beyond your product's 
label—to see it live and hear how 
their own lives can be bene- 
fited like the pudding the 
proof of a movie is in the 
showing.” 

These were “club shows” which 
cost the sponsor “a penny a minute 
for undivided attention” and aver- 
aged about $15.00 per perform- 
ance, including trained personnel 
and equipment. That it was a 
good “buy” is attested by a typical 
Coty company booking at the Wm. 
Filene’s Sons department store in 
Boston where 4,500 customers 


viewed a cosmetics film from 
Monday through Saturday. Tens 
of thousands of women saw this 
Coty film in similiar nationwide 
“club shows” back in °38. 
Theatrical bookings were 
another Modern “service” and its 
principal Manhattan licensee pro- 
vided projection service in many 
of the key exhibit theatres at the 
New York World’s Fair in °38. 


Facts About Audiences Emerge 


By 1941, Modern had begun to 
accumulate and deliver some im- 
portant statistics on its audience 
results. Reporting the previous 
year’s figures on a Westinghouse 
film, The Middleton Family at the 
New York World’s Fair (produced 
in Technicolor by Audio Produc- 
tions), Modern tallied nearly 
5,000,000 persons reached through 
three channels of circulation and 
revealed some economical costs. 

A 55-minute version of The 
Middleton Family was booked into 
2,500 theatres “selected as to area 
to fit properly into the overall pat- 
tern of the picture’s ultimate dis- 
tribution.” Six hundred of these 
theatres were especially selected 
“for cooperation with Westing- 
house dealers whose 
above a certain minimum.” 


sales were 


Reach Larger Adult Groups 

“Club showings” brought The 
Family to 3,069 church groups, 
introduced the Middletons and 
Westinghouse products at 1,366 
parent-teacher meetings, reached 
954 men’s lodges; 712 women’s 
lodges; 668 American Legion 
posts and an additional 1,789 
adult groups of similar importance. 


This postwar map shows emergence of Modern’s present nationwide 


system of regional film exchanges. 


Today there are 28 offices. 


localized Service 


C 
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‘verywhere 





7 


dee | ee 
Accessibility - Reliability - Economy - 


BUSINESS SCREEN 


A third channel of circulation 
brought Westinghouse to 2,679 
schools and colleges by the end 
of °40. Significantly, 877 of these 
were now able to provide their 
own projection equipment. But 
1,802 high schools and colleges 
required projection service to see 
the film. 

In early °41 when the full goal 
of seven million viewers was 
reached for The Middleton Fam- 
ily, Modern was able to show that 
the total cost (including Techni- 
color production and prints, plus 
all distribution) was .0662 cents 
per person. Its research revealed 
that seven million persons gave 
their full and undivided attention 
for a total of 386,375,000 min- 
utes; the cost per minute of atten- 
tion per person was less than 
$.0012. A full minute of reading 
attention is considered an achieve- 
ment for a SATURDAY EVENING 
Post or LiFe four-color ad! 


Films Invite Media Comparison 

Thus were the present patterns 
of Modern’s present day IBM re- 
search, audience reporting and 
measurement being established . . . 
meaningful facts for advertising 
and sales executives frank 
comparatives that challenge indus- 
try’s consideration of the spon- 
sored film as a medium. 

In these pre-World War II 
years, the sales efforts of 16mm 
sound projector makers were be- 
ginning to take hold. By 1942, 
Modern’s family of nationwide 
“licensees” were serving increas- 
ing numbers of “self-equipped 
schools, churches and community 
groups.” In that year, too, Mod- 
ern’s list of film titles available for 
group loan began building. Wild- 
ing Picture Productions, Inc. 
turned its full attention to defense 
film activities and its library of 14 
films went to Modern. Burton 
Holmes Films gave Modern six 
additional titles it had been dis- 
tributing for clients. 


. « . Then Came World War II 

But the company’s full transition 
was “slightly delayed” by an even 
more pressing engagement: World 
War II. Literally and figuratively, 
Modern’s facilities, its licensees 
and headquarters personnel “went 
to war” for the duration. 

By 1943, Modern was one of 
the principal distributors of indus- 
trial incentives films for the 
Army’s Industrial Services Divi- 
sion (handling a 16-state area); 
it received a Certificate of Achieve- 
ment for its wartime services to 


(CONTINUED ON PAGE 64) 
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A BUSINESS SCREEN FEATURE REPORT: PART I 


SOUND SLIDEFILMS 


This Time-Tested Medium 
Has a New Look for Sales 


Lighter, Better Equipment and Effective Techniques 


Scenes on this page from DuKane’'s “Flip Top Story” 


Are Bringing Results in Home and Field to Sponsors 


see page 53 














lng SOUND SLIDEFILM has been 
a time-tested ally for 
training, promotion and a myriad 
of other business and educational 
purposes for more than two dec- 
ades. Unheralded and less-publi- 
cized than its glamorous sight 
sound “cousin” the motion picture, 
this comparatively economical, 
and simple tool has gone along 


sales 


winning sales, training and re- 
training salesmen and introducing 
products, services and policies for 
thousands of leading companies 
and trade groups. 

Within the five pages that fol- 
low, companies report upwards of 
500 slidefilm projectors in daily 
use within their organizations. The 
Lutheran Brotherhood has made 


SCENES FROM DU KANE'S “FLIP TOP STORY 






too large for the 
showroom directly to the 


process 


And you can bring the home office direct- 
ly to each man on the selling floor. 
show products right at the point of sale. 






NUMBER 3 © VOLUME 


With a slidefilm you can take a product or 
sample case or 
prospect. 





introduce 
and 


You can 


sales interest 


sales meeting right 


a Xa 


You can 
You can 





* 1958 


new products, 


into the office. 





influence prospective customers 
with warm scenes of happiness . . 
to visions of unhappiness or fear. . . . 





sales records with home showings; 
Fuller Brush is recruiting better 
dealers for its field staffs; the De- 
troit Free building ad 
lineage. 

Technical advances have been 
steady in both color reproduction 
of slidefilm prints and in pro- 
jection equipment. Lightweight 
equipment has overcome the sales- 


Press is 


man’s objection to 
microgroove 


a bulky load; 
recording has ex 
tended the message and made it 
clearly audible. 
today, despite inflation, than at 
any time in audio-visual history 
The creative techniques which are 
possible in sound slidefilm pro- 
duction give an unbelievably “life- 
like” quality to this static medium 


Costs are lower 


SHOW ADVANTAGES OF SOUND SLIDEFILMS 


whip up rhe 
enthusiasm, carry the 


show 
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. as opposed better 





dramatic 
to introduce new 
Mass 


The main point is that you can 


feeling, a 
appreciation of your company 





effect of the helps 
packaging and you can 


screen 


effect of your advertising 





create a 
and 
via the screen 


better understanding 








There's rapt attention from the whole family as LB Agent Ray Mueller presents slidefilm program. 


Family Shows Build Sales Record 


Lutheran Brotherhood Life Insurance Society Registers Solid Sales Gains 
With Personalized Home Showings of Well-Planned Sound Slidefilm Program 


Wi N THE Lutheran Brotherhood Life In- 
surance Society, now one of the country’s 
leading fraternal insurance groups, embarked 
on a sound slidefilm program back in 1956, its 
executives frankly admit that they weren't ex- 
pecting the amazing increase in business that 
followed within six months! 

Today the sound slidefilm method of pre- 
sentation has become a virtual trademark of 
the Lutheran Brotherhood agent. Almost every 
one of the 585 men who represent LB in the 
field now use this sight/sound approach in sell- 
ing-——right in the home. 


Visual Program Helps Make Contacts 

They agree that it is indispensable as a sales 
tool and, just as important, they find that the 
uniqueness of a visualized presentation helps 
them make that all-important initial contact. 

As one elated agent says: “My request to 
show The Lutheran Brotherhood Story turns 
every third NO! into a YES! right on the door- 
step.” 

How did it all begin? 

The head of one of the Brotherhood’s largest 
agencies, W. P. Langhaug, supervises 18 agents 
in the metropolitan Chicago area. His search 
for a new sales tool to help stimulate agents 
and move insurance sales off the traditional 
plateau which all lines reach on occasion turned 
Mr. Langhaug to an exploration of the slide- 
film medium. 


Some Assets of the Sound Slidefilm 


A pre-script discussion with Henry Ushijima, 
executive producer of John Colburn Asso- 
ciates, Inc., turned up these potential assets: 

1. The slidefilm is an excellent teaching me- 
dium. 

2. It can develop a dramatic situation which 
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might seem insincere if an agent tried to create 
the same effect orally. 

3. It can motivate the prospect without 
seeming to do so. 

4. It provided the uniform presentation of 
the Lutheran Brotherhood story without chance 
of omitted facts and in the most effective, logi- 
cal manner. 

5. The slidefilm makes the entire presenta- 
tion without interruption by the prospect. 


No “Off Days” or Sudden “Freeze Up” 

There were these further values: 

|. Slidefilms lessen the margin of human 
error—they don’t get “cold feet” or freeze up 
in the presence of a tough prospect. 

2. Slidefilms don’t have “off-days.” 

3. They don’t forget all the key points and 
are uniformly clear and lucid in their explana- 
tion. 


Sales Are Made to Only One Person 

In brief, the Lutheran Brotherhood decided 
that the slidefilm could function as a “junior 
partner” of the agent. The medium could pave 
the way, preconditioning prospects, awakening 
the need, explaining, questioning and obliging 
him to face hard facts, unpleasant alternatives 
otherwise ignored. 

Mr. Ushijima had another important theory 
that ultimately played a vital role in the Luth- 
eran Brotherhood program: 

“Historically the film had its beginnings in 
the theatre. Here it becomes entertainment for 
the masses. But as every sales manager knows, 
all sales are made to one person and one person 
only. 

“For example, take insurance. One person 
considers the facts presented to him by the 
agent in terms of his life, his personal situation. 


These sound slidefilms are 
bringing the LB story where 
sales decisions are made... 


One person must be convinced and ultimately, 
one person signs the contract. 

“Therefore, the showing of the Lutheran 
Brotherhood story must be highly personal. The 
film must talk to one person only and never be 
shown to groups.” 

This was the answer Mr. Langhaug sought. 
This was the unique approach, the concept of 
personal selling through film, which was carried 
to the Society’s home office and brought a “go 
ahead” for a first sound slidefilm production. 


Questions Start Prospects Thinking 

This first film’s title was, logically, The Story 
of Lutheran Brotherhood. Writer Edwin Schon- 
feld joined the team of Langhaug and Ushijima 
in reaching these conclusions: 

Besides being highly personal in its approach, 
the film should not only emphasize facts . . . 
it should ask questions which oblige the prospect 
to think of himself and his future. 

But The Story of Lutheran Brotherhood 
should tell of the philanthropies and church 
services which the Society supports—and it 
does. For this is a distinguishing feature of an 
organization operated by Lutherans — for 
Lutherans. 





Showings Are “Bridged” to Action 
The slidefilm follows this introductory phase 
with effective dramatic emphasis on the family’s 
insurance need, moves toward the urgency of 
immediate action . . . and does not terminate. 
The visualized presentation is “bridged” by 


The Lutheran Brotherhood’s first slidefilm 


brings the prospect’s future into focus... 
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the agent without any apparent interruption as 
he steps in to close the sale. 

The Brotherhood’s first program was com- 
pleted in May, 1956. June was selected as a 
test month and Mr. Langhaug’s 18 agents were 
selected as the test group. (Traditionally, in this 
office, June had been the slowest sales month, 
thus adding a slight challenge! ) 

On June 1, the 18 agents began using the film 
in their sales presentations. 


Tops Highest Monthly Sales Total 

By June 30th, the Langhaug agency had not 
only scored the biggest sales record for any 
June but had topped the highest monthly rec- 
ord in the agency’s history. 

The results of these tests were presented at 
the Lutheran Brotherhood convention in Au- 
gust. The agents’ reaction was, to say the least, 
very enthusiastic. Over 400 agents attended the 
convention and exactly 431 placed orders for a 
slidefilm program and projector before they left 
the convention—a personal outlay of around 
$100 for each man. 


Notes “40% Increase in Production” 


Brotherhood executives had anticipated that 
the slidefilm would be of special value to the 
less skilled, less productive salesman. But the 
gratifying record of sales increases over the 
past two years has proved to them that the 
slidefilm medium raises everybody’s sales curve. 

Members of the President’s Club (agents who 
have sold over half a million dollars of insur- 
ance in one year) found it indispensable. 

“I can attribute a 40% increase in produc- 
tion as a result of my full use of the films,” says 
one top-notch agent. (There are now four pro- 
grams in the field.) 


Insurance and financial security for the career 
girl is subject of “Magic Mirror.” 
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LB’s Chicago General Agent W. P. Langhaug, 
who initiated series idea (left) reviews sequence 
with producer Henry Ushijima. 


“How did I get along before I started to use 
the film in my interviews?” queries another 
agent. 

Lutheran Brotherhood agency heads are hap- 
pier, too. 

They find the slidefilm program makes it 
easier to recruit new agents. 


Visuals Ease Training of New Men 


The films make it easier to train these new 
men, it minimizes the old methods of rigorous 
memorization of a long, complicated story. The 
film does the job, the agent concentrates on 
making the sale. 

The Story of Lutheran Brotherhood proved 
so effective that the agents requested these addi- 
tional films to meet specific needs: 

Lutheran Brotherhood and Your Child deals 
with the question of life insurance for children. 

Lutheran Brotherhood and the Farm Family 


Searching questions about family security are 
raised in this recent program .. . 
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approaches the specific nceds of the rural 
family. 

Magic Mirror deals with the subject of career 
women and insurance. 

All four subjects were produced by John 
Colburn Associates, Inc., under the personal 
supervision of Mr. Ushijima as executive pro- 
ducer. He has a final important word to say 
about the importance of projection equipment 
tested and approved for field use by these LB 
agents: 


Set Up Standards for Equipment 


“The best slidefilm,” he maintains, “is only 
as effective as the equipment on which you 
present it.” 

Following extensive tests of equipment in 
which these criteria were set up, the O. J. 
McClure Picturephone was selected. Here is 
what Colburn and LB representatives looked 
for in projection: 

Nominal initial cost. 
Compactness—no agent likes to lug a 
heavy, bulky projector on his rounds. 

3. Well engineered—for maximum effective 
performance and dependability. 

4. Easy to operate—agents want to get right 
into the presentation—not become involved in 
running the projector. 

5. Ease of maintenance, minimizing repairs 
and increasing the time of actual operation in 
the field. 

Agents report no difficulty with the equip- 
ment. If they have any problem it consists of 
trying to top their own excellent sales records 
and that’s what they expect new slidefilm pro- 
grams, opening new sales areas, to help them do 
as they carry The Story of Lutheran Brother- 
hood into homes throughout America. 1 
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Specific problems that relate to the farm fam- 
ily’s future help make rural sales . . . 


LUTHERAN 
BROTHERHOOD 
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Above: a Fuller branch manager 
shows the company’s dealer re- 
cruiting sound Slidefilm to a typ- 
ical group of applicants. Equip- 
ment setup is shown at right. 





























Fuller Recruits With 5Slidefilms 


Prize Film Shows Dealership Applicants Profit Opportunities 


4 tong FULLER BrusH COMPANY 
is well known to millions of 
American homes. To keep its 
familiar product line moving, the 
company depends on the number 
and caliber of the independent 
dealers who sell coast-to-coast. 
They comprise 73% of all those 
engaged in Fuller operations and 
stable sales performance is main- 
tained by a continuing, energetic 
recruiting program. 

To help its 530 field managers 
to follow model techniques de- 
veloped in branch offices with 
low replacement ratios, Fuller 
turned to the sound slidefilm me- 
dium. Extensive research by its 
own sales staff was followed by 
the hiring of Transfilm, Inc., for 
the professional preparation, pre- 
testing (with manager groups) 
and final production of a 13-min- 
ute program, An Opportunity For 
a New Career. 


Useful Indoctrination Tool 


Primary aim of the film is to 
convince the applicant that a 
Fuller dealership offers a _ high 
level of income while enjoying the 
benefits of self-employment. The 
slidefilm also serves as an indoc- 
trination tool prior to actual field 
experience. 

With Fuller's projection equip- 
ment needs narrowed down to 
550 machines, the company se- 
lected the Sales Master, a 17- 
pound, self-contained unit which 
minimizes set-up time. Showings 
are arranged immediately after 
first contact with applicants and 
made by the branch or field man- 
ager. It is their feeling that the 
applicant is better prepared to 
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ask pertinent questions relating 
to a Fuller dealership by this 
audio-visual presentation. 


The film is also often used 
when the manager and applicant 
undertake a second interview in 
the applicant’s home, in the pres- 
ence of his wife. Here the pro- 
gram provides an ideal vehicle 
to familiarize the prospective 
dealer's wife with the type of ca- 
reer he is embarking upon. Again, 
interruptions are at a minimum 
and questions are asked only after 
the completion of the showing. 


Get More and Better Men 


This audio-visual tool has been 
in use over a year to date. It 
is resulting, according to Fuller 
executives, in the appointment of 
more and better qualified men. 
Fuller feels that its continued use 
will introduce a greater element of 
stability in the dealer organization. 

In 1957, An Opportunity For 
a New Career was awarded top 
honors in the sales category for 
sound slidefilms in the Sth An- 
nual Visual Presentation Compe- 
tition co-sponsored by the Na- 
tional Visual Presentation Asso- 
ciation and the Sales Executives 
Club of New York. Its field suc- 
cess validates that honor. Ly 

” * * 
A Note of Correction 

Advertising of the Better Sell- 
ing Bureau and Rocket Pictures 
in our previous issue offered pre- 
views of syndicated sound slide- 


films without cost. This is our 
error. Previews may be arranged 
at low cost. ay 


Fuller 


For a New 


Left: the slidefilm “An 


Opportunity Career” 
shows how — successful 


achieve sales volume and profits. 


dealers 


The Detroit Free Press Finds That 





Slidefilms Help Build Ad Lineage 


Tr THE HIGHLY COMPETITIVE 

Detroit newspaper field with 
its three major daily papers, 
leadership of The Detroit Free 
Press it not an accidental phenom- 
enon. Aggressive circulation and 
advertising sales promotion meth- 
ods have accompanied the climb 
to top rank of this Michigan mem- 
ber of the Knight newspaper 
family. 

High on the priority list of Free 
Press advertising sales tools are 
color sound slidefilms. Two ex- 
cellent examples of these are cur- 
rently in use to help the paper’s 
advertising salesmen. Both are 
the joint projects of the news- 
paper’s Promotion-Research De- 
partment and The Jam Handy 
Organization, Inc. 


Year-Long Market Study 


America’s $92 Billion Motor 
Empire condenses a volume of 
Statistics, representing a year-long 
study of the Detroit market, into 
a 24-minute visual presentation 
which tells the story in fresh and 
concise style. 

The advertiser and prospective 
advertiser see that the Detroit 
“retail trading zone” of a few years 
back is now an antiquated and 
deceptive yardstick, that “subur- 
bia,” and now “interurbia,” have 
burgeoned into an empire of 15 
homogenous Michigan counties 
whose total buying power has sky- 
rocketed to nearly $10 billion a 
year—the nation’s fourth largest 
market. 

This new market, moreover, is 
served by 17 dailies, large and 
small, but only one, the Free Press, 
is a morning paper. The sound 
slidefilm, by means of photog- 
raphy, charts and diagrams, spells 
out the advantages of the morning 
paper's situation. 

The sales representative lets the 
picture “build the case” for him 
on the screen, right in the office of 
the advertising man- 
ager or account execu- 
tive. The key points are 
then applied by the 
salesman to the pros- 
pect’s particular needs 
and point of view. 

Fred N. Lowe, Free 





Right: The _ Detroit 
Free Press shows 
growth in its trad- 
ing market in promo- 
tional slidefilm. 
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Press Promotion-Research Direc- 
tor, says that America’s $91 Bil- 
lion Motor Empire has paid off 
handsomely in results. 


Show Women’s Field Lead 


The Free Press followed up its 
use of this sound slidefilm with 
Family Portrait, which again de- 
lighted the paper’s management 
with its creative rendition of a 
highly statistical story of Free 
Press predominance in the field of 
women’s interests. 

A brisk, lively script is keyed to 
a historical theme related to the 
paper’s service to women readers 
during its 127 years of service. 
While easy on the eyes and ears, 
Family Portrait in 13 minutes gets 
across facts and figures whose 
import could have been lost on 
the printed page. 


Important “Fringe” Benefits 


Both of these Free Press sound 
slidefilms have given important 
“fringe” benefits. They have not 
only been eminently successful in 
presentations to long-time users of 
Free Press pages who wanted to 
be brought up to date on the 
Michigan newspaper situation and 
its mew opportunities, but have 
been door openers for new ac- 
counts. The Free Press reports 
that top executives sometimes “too 
busy” to see a salesman do find 
time to see and hear the sales- 
man’s story on the screen. a 


* o * 


Media and the Slidefilm 


Not only individual daily news- 
papers, but leading magazines, 


media groups and both television 
and radio stations have made ef- 
fective use of the sound slidefilm 
medium in recent months. 

One of the most successful of 
these is the Television Bureau of 
Advertising’s current slidefilm. 





Real Detroit Market 
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Health Insurance Managements Learn PR Techniques in 


A 5Slidefilm to Affect Attitudes 


Doctor, a businessman and 

two housewives, with their 
four different attitudes toward 
health insurance symbolizing the 
viewpoints of millions of the gen- 
eral public, are prototypes in a 
sound slidefilm currently being 








Important 
facts about 
attitudes 
and how to 
change them 
are shown 
visually 


used by the Health Insurance In- 
stitute to bring home to insurance 
company managements the vital 
importance of public relations. 


How Attitudes Are Formed 


Developed and produced by 
Henry Strauss & Company, Inc., 
of New York, the film People Are 
Our Business is designed to show 
how unfavorable attitudes are 
formed, what can be done to im- 
prove them, and why everyone in 
the health insurance field shares 
the responsibility for shaping in- 
dividual and community feeling 
about this business and its public 
service goals. 

The film points out that after 
companies provide the service and 


Improving Ad Copy 
A Slidefilm for Advertisers 


A color sound slidefilm, The 
ANPA Educational Program, was 
produced by Training Films, Inc., 
for the American Newspaper Pub- 
lishers Association to help papers 
show local ad clients how good, 
clear copy facilitates production of 
well-printed ads. 

Showing graphic examples of 
good and bad ad copy, the picture 
follows one ad through various de- 
partments of the paper. Sponsor- 
ing newspapers usually follow the 
film with a plant tour on which 
advertisers can see their own ads 
being processed. ANPA feels that 
advertisers who see the program 
have a new awareness of papers’ 
needs, improve their selling. 


coverage the people want and 
need (and after research to broad- 
en their services), they must make 
themselves experts in telling their 
story to the public. It furnishes 
concrete methods and explains 
how these approaches work and 





brea dit) 
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Afbisliii- Are Our 
eee Business” 
produced 
by Henry 
Strauss 


A scene 


why they are effective. 

Viewed as a communications 
tool, People Are Our Business 
illustrates the versatility of the 
slidefilm medium. Here it dem- 
onstrates a potential for affecting 
attitudes and stimulating people 
to think along new lines with both 
emotional and intellectual impact. 
Accompanied by a “Guide for 
Discussion Leaders” the program 
is implemented for good field use. 
Audience participation and dis- 
cussion are encouraged. 


Available on Free Loan 


People Are Our Business is 
available on a free-loan basis from 
the Health Insurance Institute, 
488 Madison Avenue, New York. 


Selling the City 


A Steam Turbine Presentation 

In its diversified product lines, 
the Worthington Corporation man- 
ufactures a steam turbine for use 
in small municipalities . . . an ex- 
pensive product with stiff competi- 
tion. 

To present its product to town 
councilmen (usually business- 
men), a color sound slidefilm Mr. 
Smith Buys a Turbine was pro- 
duced by Muller, Jordan & Her- 
rick. A documentary story shows 
typical town council and its inves- 
tigation of the product. Audiences 
thus identify with their own prob- 
lem, can better evaluate competi- 
tive presentations. One element of 
an extensive campaign, the slide- 
film has helped lead to consider- 
able sales. ye 
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. international operations in this field are very competitive! 


The Picture of Pfizer International 


Wide-Screen Slidefilm Shows Employees Division Operations 


QO. A YEAR, the 1,000 staff 
officers of Chas. Pfizer & 
Co., Inc., from all over the United 
States meet for dinner at the St. 
George Hotel in Brooklyn to re- 
view the past year’s activities and 
buck themselves up for the year 
ahead. Pfizer is an old company 
(founded in 1849), but one that 
has grown so fast in the past dec- 
ade that it is actually new at the 
same time. 

Pfizer men and women (there 
are 12,000 now, many without a 
long record of service with the 
company) perhaps do not really 
know its many burgeoning facets 
as well as they might. Thus, it 
has become a tradition for each 
division in turn to present a pro- 
gram at the annual dinner explain- 
ing what it does and its position 
in the company. 

This year, with its turn ap- 
proaching, the Pfizer International 
Division began casting around for 
a good medium to show how the 
Division, organized less than ten 
years ago, has now grown to ac- 
count for 37% of the company’s 
overall sales. 

International’s public relations 
department, headed by John West- 
ern, with assistant William T. 
Carnahan, first considered dis- 
play charts, movies and other de- 
vices to do the job, but finally 
settled on a wide-screen presenta- 
tion to be produced by Visual- 
scope Inc., as the best method. 

International’s main objective 
was to explain the problems of 


overseas operations and how they 
are overcome. It wanted home 


office and manufacturing divisions 
to know the reasons for such prob- 
lems, for example, as why drugs 
for export 


must sometimes be 





~7t 
Film briefing (¢ 10 r) Kobert Mid- 
dlebrook, Far East Manager; Wil 





liam T. Carnahan and John 
Western, of Pfizer Int'l. Public 
Relations. 


packaged in troublesome tiny 
doses, or in metric measurements. 

Because the presentation was a 
personal, almost “family” affair, it 
was decided that the narration 
should be live, and delivered in 
part by the Division's president 
John J. Powers, Jr. 

As finally presented, in an in- 
ternational atmosphere enlivened 
by an appropriately costumed or- 
chestra and travel posters «about 
the walls, the wide-screen presen- 
tation proved to be a tremendous 
hit. 

In addition to the Visualscope 
slidefilm:, on-the-spot slides of 
company officials photographed 
with polaroid cameras were inte- 
grated into the show—from “take” 
(CONTINUED ON NEXT PAGE) 


. the complexities of International operations are visualized. 



























A WIDE-SCREEN VIEW OF PFIZER INTERNATIONAL: 


to screen with personal and seem- 
ingly “off-the-cuff” narration writ- 
ten in a matter of minutes. 

Pfizer International's presenta- 
tion was designed purely for a one 
time show at the staff dinner. But 
within minutes after its screening, 
the film proved so popular and 
effective that it had been booked 
into Pfizer plants all over the 
world. 

President and Board Chairman 
John E. McKeen, of the parent 
company, has taken it to present 
at several Pfizer plants in the 
United States, it was shown at the 
recent stockholders meeting, and 


Area Managers will show the pres- 
entation to Pfizer people in all 
overseas locations. 

For showings to foreign audi- 
ences, the International Divi- 
sion’s public relations department 
provides a straight non-anamor- 
phic stripfilm and a tape recording 
of the narration for guidance, but 
depends on the managers to adapt 
this to local conditions and de- 
liver it live in the local language. 

Thus, far from a one-shot affair, 
the International Division’s presen- 
tation has become one of the most 
widely used audio-visual devices 
in the entire company. Le 





SLIDEFILMS ala CARTE 


Some Trite Treatments to Avoid in Sound Slidefilms 


by * LeRoy Gibson 


oe ARE MANY competent 
producers making wonderfully 
effective sound slidefilms for cli- 
ents who establish their value by 
use. But to take inventory of per- 
sisting problems is always interest- 
ing, sometimes amusing and for- 
ever necessary for the 
ment of the art. 

The day has long passed since 
the sound slidefilm was generally 
looked upon as a sort of para- 
lyzed motion picture or 
substitute for one 


advance- 


a cheap 
However, the 
attitude still persists in some quar- 
ters 

There is no exact formula—and 
it is natural that there will always 
be sincere conflict of opinions, as 
to techniques, for the established 
standards are very broad. But 
certain elements of subject matter 
and production deserve special at- 
tention for the good of the me- 
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Writer, Producer 
dium, the producer, the sponsor 
—and incidentally the audience. 

The production of an effective 
sound slidefilm is not an easy job. 
The talents that go into its con- 
ception are worthy of their hire 
and the artistic and mechanical 
skills employed in its production, 
when of high quality, require sub- 
Stantial investment. 

Chere are certain types of treat- 
ment which should be avoided. 
rhe most common of these seem 
to be 
THE PARALYZED MOTION PICTURE: 
Here static people with frozen 
features insist on speaking from 
the screen, often entering into 
dialogue. We call them talking 
cadavers. They betray their own 
medium by trying to make it what 
it is not. This is quite a trick, but 
it really never works, and is a con- 
fession of creative weakness. 

1K a 
He Lopsipep FitM: In this film 
the audio and visual are not equal- 
ly balanced in either context or 
impact. The narration may be 
strong but weakly illustrated, or 
the opposite situation may exist, 
where the visual has a punch not 
not supported by the text. 

* * * 

[HE TANDEM FILM: This is where 
the audio says to the ear identically 
what the visual says to the eye, 
so that one contributes in no way 








Left: scenes from Transfilm’s 23- 
frame color sound slidefilm for 
General Foods’ Instant Swans 
Down Cake Mix, shown at lunch- 
ons introducing product to food 
editors of press. 


to the development of the other. 
A recent picture showed a man 
obviously shoveling coal and the 
voice said, “This man is shovel- 
ing coal” instead of telling why or 
how he was doing the work. This 
is, of course, an extreme example, 
but there are many degrees of the 
evil where the script betrays little 
if any appreciation of the power of 
the properly used audio-visual 
combination. Such a fault may be 
due to the fact that the script has 
been written by a “copywriter” 
rather than one trained in writing 
for the screen. 
a 7 a 

THe “Get Your MONEeEY’s 
WorTH”™ FitMs: These films are 
sometimes due to the client’s wish 
for “big value” in number of 
frames, running time or both, or 
can be due to a producer’s wish to 
convince a client that he is get- 
ting a lot for his money. Such a 
film can have too many frames 
which “rabbit-hop” along at a 
faster pace than is justified or re- 
quired by the narration. Confu- 
sion and lack of favorable impres- 
sion often result. Then there is 





the drawn out and sometimes 
“padded” film for that client who 
wants a “long show” for his 
money. 


Usually the same story could be 
better and more impressively told 
in a third less time, with more 
carefully composed frames and a 
narration void of sterile words and 
rhetoric. 

us * * 


THE “WESTMINSTER CHIMES” 
FILM: This is a film where the 
“bell,” the sole purpose of which 
is to alert the operator for a 
frame change, is so loud or of such 
Strange sound that it becomes dis- 
tracting and interrupts continuity. 
With the great improvements in 
projection equipment, there is no 
excuse for this error today. 
Seldom does a slidefilm fall ex- 
actly into any one of these tanta- 
lizing categories, but rather it may 
include some of the elements of 
more than one. This is naturally 
so because if skill and experience 
in writing and production are miss- 
ing, it is easy to compound mis- 
takes and get into a lot of trouble. 





[ Still Haven't 


bie RE Has BEEN a lot of talk 
in the papers recently about 
lack of salesmanship. It is true 
that sales training, by and large, 
has been neglected in the seller’s 
market that has existed since 
World War Two. 

This so-called recession simply 
means that we are reverting to the 
buyer’s market which is our nor- 
mal condition. 

The thorough-going sales train- 
ing programs that featured the 
1930's brought sound slidefilms to 
their greatest usefulness. The 
need is sharper now than ever— 
if you believe — and I do — the 
surveys that indicate extreme in- 
difference to customers on the part 
of salespeople everywhere. 





Bought the Hat 


by William Alley, Exec. Vice-Pres., 


Industrial Film Producers 


As a matter of fact, I went into 
the Stetson Hat Store on Fifth 
Avenue a few weeks ago to buy a 
hat. I needed a hat. I wanted 
a hat. I had every intention of 
buying a hat. 

I might as well have stood 
bed. Nobody ever so much as 
said hello. I felt like an intruder. 
I figured 20 minutes of this peace- 
ful serenity was enough and 
walked out—still undisturbed and 
undisturbing. And—say, Ike—lI 
haven’t bought the hat yet. 

So—let’s get back to fundamen- 
tals—if it’s only how to treat cus- 
tomers like people. 








That’s where slidefilms really 
rise and shine! Lee 








Listing Correction: the 


Within thousands of lines of 
essential data listing film pro- 
ducers in our recent 8th An- 
nual Production Review, only 
two corrections have been re- 
quested: 

1. Under Tiesler Productions’ 
listing (Metro. N. Y.) title 
credits should read: H. K. 
Porter Company, Inc. and 
their Delta-Star Electric Divi- 
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sion and Quaker Rubber Di- 


vision (not separate com- 
panies). 
2. Add to Telic, Inc. listing 


(also Metro. New York area) 
the name of Will Sparks as 
Story Editor of that firm. 

A supplement to the 8th 
Annual Production Review 
will appear in these pages next 
fall, listing new firms. iy 
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Media Magic 


Sponsor: Holiday Magazine 


TiTLe: Holiday Kaleidoscope, 20 
min., color, produced by United 
States Productions, Inc. 


It would be a mighty dull media 
man who didn’t know by now that 
HoOLipay is much more than a 
travel magazine. But lest he ever 
forget, HoLtipay takes constant 
pains to remind him that the big 
Curtis publication reflects a wide 
range of interests. 

One way this is done is via a 
new film which is now being pre- 
sented to advertising customers. 
Designed to be as different as 
Houipay is different, the film is 
mostly photographed right out 
of the magazine. 

Leading contributor Clifton 
Fadiman and Editor Ted Patrick 
open the movie by talking about 
HoLipay—what it is meant to be 
and how it is put together. They 
point out that the well-contrived 
“Holiday Mood” is a stimulus to 
advertising readership, and reaches 
people when they are in a mood 
to buy. 

To show how this comes to be, 
the film ranges through the edi- 
torial and advertising pages of the 
magazine while the simulated 
voices of William Faulkner, E. B. 
White, Irwin Shaw, Arthur Miller, 
J. R. Ullman and others talk about 
pieces on places and things they 
have written for HOLIDAY. 

HoLipay’s pages—on film—are 
almost as beautiful as the original, 





which is saying something. The 
picture is a_ soft-sell, almost 
“mood” piece. Space buyers 


should be sitting ducks after this. 
* ed ok 


Tennessee Valley Development 
Depicted in “This Is TVA” 
“This Is TVA, a 29-minute color 
motion picture on the resource de- 
velopment program in progress for 
the past 25 years in the Tennessee 
Valley, has been released by the 
Tennessee Valley Authority. 

The new film includes an anima- 
tion sequence showing how the 
system of dams operates for flood 
control, navigation and power pro- 
duction. In 16mm prints, the film 
is being made available on a free 
loan basis to television stations, 
civic clubs, community organiza- 
tions, engineering and other tech- 
nical societies and schools. 

This Is TVA was produced by 
Sam Orleans Productions. Re- 
quests for booking should be di- 
rected to: Information Office, 


TVA, Knoxville, Tennessee. Ly 
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WHY DID THE PLANT CLOSE? SIX CLUES FROM THE FILM "EVERYBODY KNOWS 





Grocer: Me, a profiteer? That's 
rich. I never charged so much and 
made so little in my life. 


Union chief: J got you higher 
wages year after year ...I1 didn't 
let you guys down once .. . 





Former salesman: it got so bad 
we couldn't sell our products for 
what it cost to make them. 


Ex-president: we got in trouble 
when wages increased and output 
per worker per day did not 


Hard Facts for a Soft Economy 


A Timely Picture Provides Answers for Today's Business 


Sponsor: Borg-Warner Corp. 

TITLE: Everybody Knows, 15 
min., color, produced by Gal- 
breath Pictures, Inc. Distributed 
by the Chamber of Commerce 
of the U. S. (rental basis). 

A provocative analysis of the 
economic paradox of higher prices 
and growing unemployment is 
supplied in Everybody Knows, 15- 
minute color film sponsored by 
the Borg-Warner Corporation and 
distributed nationally by the 
Audio-Visual Services Department 
of the Chamber of Commerce of 
the United States. 

Everybody “knows” that higher 
wages are good for business. Pay 
people more, they can buy more. 
Everybody “knows” that it’s the 
race for profits that causes higher 
prices. True or false? 

Relating wages and prices to 
productivity, this film spotlights 
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vital facts about the cost of living 
and exposes nine common fallacies 
in today’s business economy. It 
endeavors to explain how we can 
continue to raise living standards 
without inflation. 

Through the image of worker 
Bill Richards, a victim of unem- 
ployment when his factory closes, 
the views of a merchant, the ex- 
president of the union local, a for- 
mer shareholder and a salesman 
and the president of the failing 
company, all shed light on the 
disaster. 

The company salesman and 
president complete the story: the 
public won’t pay for something it 
doesn’t get. Prices rise to cover 
wage costs but products don’t in- 
crease in value. But increasing 
costs turn plant profits into losses, 
the layoffs start, everybody loses. 

Good scenes in 


Everybody 


Stockholder: when they stopped 
paying dividends, | didn’t even 
have enough to live on . 





Worker: but we just had to have 


more money. You know what's 
happened to the cost of living 
Knows show workers punching 
out for the last time at the factory, 
the thoughtful 
riding home 
are well played with believeable 
(if lengthy) lines and the net re 
sult is a timely contribution to 
the economic education of Mr. and 
Mrs. Average American 
Everybody Knows is available 
on a 3-day rental basis at $5.00; a 
full week is $10.00. Print may be 
purchased for $110.00. Contact 
Audio-Visual Services Dept 
Chamber of Commerce of the 
U. S., 1615 H St., N.W., Wash 
ington 6, D. C. I 


faces of workers 


The characters 


Below: producer Dick Galbreath 
checks script with writer Norman 
Weissman (seated below) 
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“BOOK VALUES: 


for reference 





e.. 


The Focal Encyclopedia 
of Photography 


Now—the one up-to-the-minute working 
reference on photography! 

Spanning an entire library of photo 
graphic theory and practice, the new Focal 
Encyclopedia features 2,000 articles covering 
every aspect of photography including cine- 
matography. Complete with 400 choice pho- 
tographs and over 1500 pictorial diagrams, 
this authoritative volume is clearly written 
and alphabetically arranged for speedy 
reference 1.468 pages $20.00 


Techniques of ye 
Magnetic Recording ~ 

By Joel Tall 

With a Foreword by Edward R. Murrou 


In this unique reference guide, Joel Tall, 
C.B.S. expert on tape recording, describes the 
techniques used by professionals in broad- 
casting, telecasting and movie-making. More 
than a handy guide, it is a complete course 
from basic theory and equipment to special- 
ized methods and uses in education, enter- 
tainment, business and industry. 


472 pages glossary bibliography $7.95 


The liveliest Art"; 
‘anoramic History of the Movies > 
By Arthur Knight 


This spirited and scholarly history of the 
movies also features data on the latest wide 
screen processes, a list of rental agencies of 
16mm film, an index to 789 film titles and 
a survey of the 100 best books on film. “A 
“must for industrytes’ bookshelves.” —Variety 

383 pages illustrated $7.50 


Order these books from your bookseller or write 


The Macmillan Company 


60 FIFTH AVENUE, NEW YORK 11, N.Y 





PREVIEWER'S FILM OF THE MONTH 


Koehring Film Shows Why Company 


Leads in Construction Equipment 

Sponsor: The Koehring Company. 

TitLe: This is Koehring, 20 min., color, pro- 
duced by The Jam Handy Organization, Inc. 
The Koehring Company of Milwaukee is 

proud of the way its people build heavy con- 

struction equipment—excavators, cranes, con- 
crete mixers, hydraulic presses, pavers; proud 
of its diversified production lines in plants across 
the United States and throughout the world. 

To express its management's pride to the 
company family as well as to present and pros- 

pective customers, Koehring has sponsored a 





A montage of scenes in "This 


is Koehring. 


new 20-minute motion picture in color, This is 
Koehring. 

Outlining elements in Koehring’s industrial 
success, the film presents the company’s plants 
and employees; its research, development and 
testing operations, and its equipment doing im- 
portant jobs. The film emphasizes that people 
are the most vital element in the company story 
and that their craftsmanship and loyalty have 
enabled Koehring to extend its leadership over 
five decades and more. 

Koehring is proud of a father-and-son tra- 
dition, of its personal development programs 
for promising young men, and proud of the 
relationships maintained with personnel in 
in plants overseas. 

The Jam Handy Organization, Inc., of De- 
troit, produced This is Koehring. The film is 
being shown to the sponsor’s several divisions, 
to distributors and salesmen, sales prospects, 
general construction groups—and to audiences 
of college students seeking new careers in the 
industry. y 


Communicate to SELL 
Products « Ideas » Methods 
With BUSINESS FILMS 







excellence 


in commercial films 


CATE & McGLONE 
films for industry 


1521 cross roads of the world 


hollywood 28, california 











Send 
Your Film 
To The 
Complete 16MM 
Service 
Laboratory 


Unsurpassed for... 














SPEED QUALITY 


























Personalized 
SERVICE 











MOTION PICTURE LABORATORIES, INC 
Phone BRoadway 5-2323 
1672 Union Ave., 


Memphis 4, Tenn. 






The Waster Craftsmanship 
Your Hi lm Desert es 
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How to make your 
budget buy more 
16mm SOUND 
PROJECTORS 


Whether you need a single projector or a “fleet” of more than 
108, here is the machine that can make your budget go further: 
the NEW Kodak Pageant Sound Projector, Model AV-085. 


You pay only $439* to get famous Pageant 
performance: sparkling, bright pictures filled 
with detail, because the Super-40 Shutter gives 
40°, more light than ordinary shutters at 
sound speed; easy setups, because reel arms 
fold into place, without turning a screw; 
lifetime lubrication, so you need never worry 
about interrupted schedules. 

PLUS these 4 new features: 

(1) Eleven-inch speaker in baffle case for 
full, natural sound. (2) Printed circuits in the 
new 8-watt amplifier for durability and reli- 
able service. (3) Three-wire power cord to meet 
all electrical codes. (4) New tungsten carbide 
pulldown tooth for long, dependable per- 
formance. 

Let a Kodak Audio-Visual Dealer put the 
new AV-085 through its paces. Or write for 
complete details. Either way you're off to 
a good start toward making your budget 
buy more. 


*List price subject to change without notice 





Il-inch oval speaker mounted in baffled enclosure gives full, 
natural sound. It's matched to the new 8-watt amplifier. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 
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3-wire cord, with 2-wire adapt- 
er, meets all electrical codes. 
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With the new Pageant AV-085 you get top performance for just $439*. This new design 
incorporates important Pageont features at a price that makes your budget go further. 










No more worries about lubrication because a Pageant 
is lubricated for life, always ready to go with the show 






ad! 


TRADE MARK 


2 Ca 
ye a bio 











now one A-V unit does both 





records... 





plays-hack 


in stereo 


‘ . ‘A ° Wj 
srt - - 
r ~ ‘ me ke S 
f A ¢ $ & ww ¥ 
) | / ‘a - 4] 
4 
ry \ a ‘ 
t iv? 





| oo ¥ 
<>} an 





(eae > | 


“just like being there” 


Now you can record and playback every 
word of every important meeting and make 
presentations in full-dimensional stereo- 
phonic sound ... with the American Concer- 
tone Audio-Visual Tape Recorder. Here is 
a recorder of the most advanced design—a 
recorder that will do everything any other 
recorder will do... plus...it can be pulse 
synchronized with slide films, and operated 
by remote control. Five push-buttons pro- 
vide complete, effortless control; tape can 
be stopped and edited exactly at any desired 
spot. Uses reels up to 10%” for three hour s 
continuous recording. Can be operated in 
single track, too. Write to Dept. C3. 


AMERICAN CONCERTONE 


By the Audio Division of American Electronics, Inc 
655 West Washington Bivd., Los Angeles 15, Calif 
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PREVIEWER'S FILM OF THE MONTH 


Dun & Bradstreet Case Histories 
Shown in “Small Business U.S.A.” 


Sponsor: Dun & Bradstreet, Inc. 


TitLe: Small Business U.S.A.—The Story of 
Main Street, 30 min., b/w, produced by 
Wilding Picture Productions, Inc. 


Some years ago, A. M. Sullivan, Dun & 
Bradstreet’s Director of Public Relations and 
Advertising, kept a record of the ups and 
downs of a business block on Long Island. It 
was a typical block, in somewhat typical times, 
with successes and failures very much in pro- 
portion to national averages. 

Mr. Sullivan’s records have now provided 
the case history background for a new film 
just released by the Mercantile Agency for the 
guidance of small business management. 

Small Business U.S.A. is the story of these 
small businesses as seen through the eyes of 
an accountant. The location, though based on 
reality, is the fictional town of Sheppard Center 
and the “Main Street” could be any street, 
in any town, in the United States 

George A. Hester, the accountant, opens 
the presentation by repeating the frequently 
asked question, “Is there a formula for suc- 
cess in business?” He then proceeds to de- 
velop the theme and is assisted by a lawyer, a 
banker, a Dun & Bradstreet credit reporter 
and several businessmen. 

The story is told in episodic form, using 
limbo sets, by visits to, and conferences with, 
the owners of small business: a drug store, 
a boys’ wear store, a machine shop, a hard- 
ware establishment, a ladies’ apparel shop and 
a grocery store. Each has a story to tell and 
it is the story of Small Business U.S.A. 

The film presents the different situations 
behind the store fronts. It illustrates the prob- 
lems faced, how they’re surmounted, and when 
they're not. 

The film is now available for general distri- 
bution to interested educational, business, 
religious and social organizations at a rental 
fee of $2.75. Ideal Pictures, Inc. is the dis- 
tributor. Ve 








Quality Lil 


FILM SHIPPING CASES 





e Best quality domestic fibre 

e Heavy steel corners for 
added protection 

e Durable 1” web straps 

e Large address card holder 
with positive retainer spring 

e Telescopic construction 
allows additional capacity 


See your nearest dealer or write 
direct to manufacturer for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 





Is There An Easy Way 


to Get Important Ideas 
Really SOLD? People Buy 
Products or Ideas When They 
SEE - HEAR + UNDERSTAND! 





illinois Sponsors and 
Mental Picture 
Rehabilitation B 
of the mentally 
ill is the subject 
of a motion pic- and 
ture being pro- 
duced for the Illi- 
nois Welfare De- 
partment by Unit- 
ed Film & Re- 
cording Studios, 
Chicago. Cast of 
30 actors will be 
featured in loca- 
tion scenes shot 
in state hospitals. 


and 





7 astest growing rental equipment house 
ecause all equipment is maintained meticulously 
checked and double-checked. 


or Mitchells—16-NC-BNC—Ariflex, B&H, Auricon, 
McAlister Crab Dollies, Lights 


or all types of Movie equipment Rentals — 
Guaranteed in perfect working order 


R 

e 

B cor, Sound equipment, Projection equipment, Movolos n 
Splicers, Synchronizers, t 
| 

Ss 


‘ e sure to call F&B 
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Grip Equipment. 


Write for the new 
1958 Rental Catalog 








FLORMAN & BABB, iINcorPoRATED 


lest 45th Street * New York 36, N. Y. * MU 2-2928 
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Now! You can prepare your own visual aids 
on-the-spot as easily as this... 


EXPOSE DEVELOP PEEL APART 


Place original and Ozalid paper together. Process exposed negative and positive film .. and you have it... a transparency for 
Set timer. Expose. together. projection. For translucent originals, it’s even 
simpler! 


j 








New OZALID Projecto-Printer Kit 


Simple, speedy way to make transparencies 
for overhead projection 


There’s no more need to be a photographic technician in 
order to prepare your own transparencies for overhead 
projection. With Ozalid ‘do-it-yourself’? Projecto-Printer 
Kit, anyone can prepare on-the-spot transparencies from 
visual materials contained in textbooks, manuals, charts 
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A Division of General Aniline E 
& Film Corporation 
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. in fact, any printed material. You can get dozens of 
new visual effects and colors, inexpensively, in minutes. 
No darkroom and no trays! And this amazing new kit is 
completely portable. 

Ozalid has set up a nationwide network of visual aids 
dealers to assure you of helpful advice and fresh mate- 
rials. For the name and address of your nearest dealer, 
plus informative literature, mail coupon below. 


Ozalid, Dept. D-5-1 
Johnson City, N. Y. 


Please send literature on ‘Projecto Printer’? and name 
of nearest dealer. 


Name 





Organization 





Address 





City State__ 














PICTURE PARADE 


“Education ‘57” Tells Public 
Hard Facts About Schools 

Ninety-five-thousand teachers 
resigned in 1957. There were 
135,000 public school faculty va- 
cancies reported and a shortage of 
159,000 classrooms were claimed 
in 1957. Ten per cent of parents 
with school-age children attend 
PTA meetings. Of every 10 high 
school students, four do not fin- 
ish high school, three go to col- 
lege and of these three, only one 
and “one-half” graduate. 





Introducing the new 


FILMOSOUND SPECIALIST 


3299 


This is the only sound projector that 
“zooms” the picture to fit the screen. 
It reverses for review...threads in sec- 
onds...shows still pictures...requires 
no oiling. It’s the newest achievement 
in sight and sound! See it in action! 









Views of U. S. Commissioner 

A pretty picture? It is a picture 
set in 30 minutes of documentary 
motion and entitled Education '57 
—a filmed report to the nation by 
U. S. Commissioner of Education 
Lawrence G. Derthick. 

Education ‘57 is being spon- 
sored by the U. S. Office of Educa- 
tion to show the public critical 
facts about America’s educational 
problems 





One clue to the educational 
problems is indicated in the sta- 
tistic—10% of the parents at- 
tend PTA meetings. While many 
of the problems will have to be 
solved outside PTA meetings, the 
problems don’t stand much chance 
of solution until a substantial por- 
tion of the parental public under- 
stands them. 

Appearing in the film, Commis- 
sioner Derthick says that all these 
educational problems result from 
the public’s concept of education 
This concept lacks thought for 
the needs of future generations, 
he says. He maintains that the 
public has little knowledge of 
what can be done and why it 
should be done immediately 





























ae The “399” is the most versatile m i i i i 
Whose Responsibility Is It? 16mm _ no parallel, yet its basic price is only 
Derthick warns of an increas- sound projector available today. As the $499.95. It is the finest value of all sound 
ing public tendency to expect the : : 
5 pee WaSracy WO exper We chart below shows, itoffers more advanced projectors. Ask your A-V dealer to demon- 
school to accept too many respon- 
sibilities earlier borne by the home, features, more exclusive features,thanany strate, or write Bell & Howell Company, 
the social club or the civic organi- other projector. In over-all quality ithas 7108 McCormick Road, Chicago, Illinois. 
zation 
Education ’'57 strives to send 
. » . > . FIVE BRILLIANT FACTORY AUTOMATIC | SINGLE FRAME 
home the idea that the school has PROJECTOR| 700M | sappuine | “everse | _ STILL SEALED REWIND oe. oe) oe ee 
a Vital part in national security and MOVEMENT PICTURES | LUBRICATION RELEASE COUNTER 
that the cost of adequate facilities 399 
and teaching personnel today may SPECIALIST| *°* vee ves = wee Tee —_ ieee wee has 
be far less than the cost of a scarc- ae 
‘ a SC BRAND 
ity in educated men and women A No No ¥es to Wo No ate No No No 
of the next generation BRAND 
: An effort will be made to or- B 7 ae ne _ mm = nes _ _ = 
zanize special distribution plans 
6 am BRAND No No Yes No Yes No No Yes No No 
so that the film may be shown to a 
Parent-Teacher A siation g S g 
Parent-Teacher Association group BRAND No No Yes No Yes No No No No No 
throughout the nation. For avail- 









































ability details contact the distrib- 
utor: United World Films, Inc.., 
(Educational Dept.), 1445 Park 
Avenue, New York 29, N. Y. 


50 BUSINESS SCREEN MAGAZINE 














st 











1. Exclusive new “zoom” lens* (£/1.6) 
adjusts picture size to fit screen without 
moving the projector. One lens serves for 
different size rooms. 

2. Sapphire parts at five film handling 
points deliver 400% longer life . . . years 
of trouble-free service. 

3. Reverse operation for more effective 
instruction. Operator can stop, review, 
then reverse and view again. 

4. Rewind release automatically sets 
projector for “forward” after rewinding. 
Extraordinarily fast, 399 rewinds full 
hour’s show in 2 minutes. 


FINER PRODUCTS 


NUMBER 3 ° 





VOLUME 


5. Still picture clutch lets you stop film 
on single frame for indefinite period. 

6. “Cold Glass” heat filter* gives 7 
times brighter still picture image. 


7. Single frame drive* lets you advance 
or reverse, frame by frame, for slow mo- 
tion study and discussion. 

8. Frame counter* lets you measure 
elapsed time for any sequence. 

9. Factory sealed lubrication eliminates 
need for oiling. 

10. Automatic loop setter* eliminates 
“fluttering;” reforms loops without inter- 
rupting show. 
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11. Hour meter* records running time; 
aids scheduling. 

12. Threading is so simple that even a 
child can do it. 


13. Top mounted reels let you set up on 
any table or desk without dangerous 
overhang. 
14. Powerful 15 watt amplifier for full 
volume in large auditoriums. Will power 
2 large speakers. 
15. Convenient self-contained speaker 
can play within case or from any point 
in the room. 

*Optional features 


THROUGH IMAGINATION 


Bell ¢& Howell 


PICTURE PARADE 


“Ship Best Way’’—by Air, 
Says United Air Lines Film 

Advantages in the use of air 
freight in national distribution 
programs are dramatized in Ship 
Best Way, a new color motion pic- 
ture released by United Air Lines 
for free loan showings. 

Based on case histories, the 28- 
minute film centers around a traffic 
manager whose company desires to 
lower operating expenses to meet 
competition. Air freight enables 
the company to alter its distribu- 
tion program and to make savings. 

Ship Best Way was produced 
under the supervision of United's 
sales and advertising departments 
The film is available to shippers 
and sales groups, trade associa- 
tions, service clubs and 
organizations. 

Requests for prints should be 
directed to R. L. Mangold, man- 
ager of cargo sales, United Ai 
Lines, 36 South Wabash, Chicago 
3, Hl. a 


other 


“In Europe With You” Depicts 
Overseas Air Trip Pleasure 

A dream-come-true vacation 
for those with plane tickets is the 
pictorial promise of Jn Europe 
With You, a new 30-minute travel 
promotion film in color sponsored 
by Swissair. Swissair calls itself 
“The Airline of Switzerland.” 

A honeymoon couple fly via 
Swissair from New York to Eu- 
rope. They visit Cologne and 
Frankfurt and they steamboat 
along the Rhine. They see Gen- 
eva, Milan, Rome, Palma de Mal- 
lorca, Madrid, Toledo and Lisbon 
Among highlights that they and the 
audience have to remember are 
a sight-seeing trip through the 
Eternal City, a Spanish bullfight 
and a breathtaking flight over the 
Alps 

In Europe With You is avail- 
able to clubs, churches and other 
groups on free loan from Swissait 
in New York, Chicago, 
Cleveland, Washington, D. ( 
San Francisco, Los Angeles, At- 
lanta and Dallas. Vd! 


offices 


Navy’s Career Guidance Film 

rhe U. S. Department of the 
Navy has released for student ca- 
reer-guidance a 28-minute docu 
mentary in color entitled, Navy 
Wings of Gold. This new film 
produced by The Jam Handy Or- 
ganization, Detroit,: pictures the 
training program that produces 
naval aviators acknowledged to be 
among the world’s finest young 
pilots of the jet age. We 
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Burlington Railroad Shows 
“Mr. Dodds Goes to Colorado” 
Mr. Dodds Goes to Colorado, 
a 28-minute color motion picture 
publicizing the pleasures of vaca- 
tioning by train from Chicago to 
Colorado, is being distributed by 
The Burlington Railroad. 
Observing the experiences of a 
couple who travel from the big 
city to the beautiful state via the 
Vista-Dome Denver Zephyr, the 
film calls attention to the luxuries 
of the train. In Colorado, the 
camera moves through Denver, 
Colorado Springs and the state's 
unforgettable natural attractions 
For information on the securing 
ot prints of Mr. Dodds Goes to 
Colorado, contact the sponsor at 
Public Relations Dept., Chicago, 


Burlington & Quincy Railroad 

Company, 547 West Jackson 

Blvd., Chicago 6, Illinois lJ 
* * * 


“Friendly Man’ Shows Where 
That Good Humor Comes From 


Spring having sprung, Good 
Humor men will soon appear in 
Timely promotion, then, 
is a new 13-minute film, The 
Friendly Man, sponsored by Good 
Humor Corporation. 

The Friendly Man features a 
trip through Good Humor'’s 
Brooklyn, N. Y. plant. Shown are 
the manufacturing processes of 
various types of icecream products 

The Friendly Man was produced 
in color by Siodmak Cine Produc- 
tions, New York City. ld 


+ * 


force 


ideal Toy Corp. Releases a 
Fourth Film, “Lucky Bernard” 

Ideal Toy Corporation has com- 
pleted its fourth public 
film, Lucky Bernard, which is now 
being released to television sta- 
tions and schools. 


service 


The 13-minute, b/w film pre- 
sents the story of 12-year-old 
Bernard Williams who was desig- 
nated a “junior ambassador” io 
South America. His assignment 
was to distribute thousands of 
Ideal toys to underprivileged chil- 
dren in Peru, Ecuador, Colombia 
and Panama last December 

Accompanied by Santa Claus, 
Bernard was welcomed at each 
stop by throngs of youngsters and 
gave each child what probably 
would be the only toys he would 
receive all year. 

Traveling with Bernard was 
New York TV star, Ray Forrest, 
who directed the photography. 

Lucky Bernard, written by Ideal 
public relations director, Melvin 
Helitzer, takes youngsters on an 


What's New in Sponsored Pictures 


Air and Rail Films Share Screens With Food, Toy Titles 


exciting visit to South America, 
where they will see and do things 
with Bernard in a once-in-a-life- 
time trip. La 
* * * 
“Admirals in the Making” 
Gets 5549 Group Showings 
Admirals in the Making, a 13- 
ninute motion picture, has had 
5549 community showings and 
314 telecasts since its release, ac- 
cording to a report from the dis- 
tributor, Association Films, Inc. 
Chree-hundred prints of the film 
are in constant circulation through 
the professional distribution com- 


pany and through 74 affiliated 
Dairy Councils, Association re- 
po ts Ly 
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“The Wonder Wood” Tells 
Story of Wood Preservation 

The Wonder Wood, a new 21- 
minute motion picture telling the 
story of pressure wood preserva- 
tion, has been released by the 
sponsor, Osmose Wood Preserving 
Co., Buffalo, New York. 

A broad promotional film, The 
Wonder Wood was designed for 
television showings. In color, it 
cites the many qualities of wood 
and wood’s certain weak points— 
and how they are eliminated. 

For information on the film’s 
availability, contact: Joseph M. 
Bray, Osmose Wood Preserving 
Co., 980 Ellicott Street, Buffalo 
9, New York. ty 
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RECONDITIONING 


Time... 


Summertime ...when your prints 

are out of circulation for a while. 

That is the ideal time to have them restored 
to good condition through Peerless servicing: 


* inspection and cleaning ¢ scratches removed 
* defective splices remade © perforations 
repaired ¢ curl or brittleness corrected 


Then, thoroughly rejuvenated, your prints 
will be ready for hard use in the fall. 


Send us your prints now 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


“Montana and the Sky” Shows 
State’s Wide Use of Airplane 

Above Montana, the sky gives 
light and life to a big state full of 
western glories — rich mountains 
and rich ranches, cattle drives and 
rodeos, ranchers and prospectors 
and Indians dancing for the sun. 

A state where the antelope play 
—as do the moose, the bears, the 
deer and the elk. Virginia City, 
Yellowstone National Park, Gla- 
cier National Park. People farm- 
ing, riding, hunting, fishing, digging 
in the wealthy earth. 

Providing an omniscient eye and 
a high-lifting hand over this moun- 
tainous land is the versatile air- 
plane. How the airplane works 
for this state and its people is the 
interesting modern-frontier subject 
of Montana and the Sky, a new 
17-minute motion picture spon- 
sored by the Montana Aeronautics 
Commission. 

Montana and the Sky documents 
the many jobs done by the airplane 
in Montana’s skies. The Montana 
airline system is seen in action. 
Depicted are flying ranchers, the 
works of air marking, crop spray- 
ing, smoke jumping, mercy flights 
—and an airborne sheriff. 

Linked to the story of wings and 
western progress is a brief history 
of Montana and a suggestion of 
the character of the state and its 
people. Because it “represents an 
unusual record in the field of 
Americana,” Montana and the Sky 
has been selected for the Library 
of Congress Permanent Motion 
Picture Collection. The docu- 
mentary was produced by Film 
Originals. 

A color print of Montana and 
the Sky is available for $97.00; a 
black /white print for $67.00. Con- 
tact: Montana Aeronautics Com- 
mission, Post Office Box 1698, 
Helena, Montana. i 

* * * 

“Canada’s Carpet Craftsmen” 
Sponsored by Harding Carpets 
vx The story of today’s counterpart 
of an age-old industry—carpet 
making—is attractively told in 
Canada’s Carpet Craftsmen, (18 
min., color) written and produced 
by Crawley Films for Harding 
Carpets Ltd. 

The whole sequence of Canadi- 
an carpet-making is described in 
the film—how carpets are de- 
signed, where the materials come 
from, how they are woven and 
dyed, how different types are pro- 
duced. 

Designed for showing to the 
general public, the film is available 
from Harding Carpets Ltd., Brant- 
ford, Ontario, Canada. Le 
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olidefilm Talk 


Pennzoil Using Slidefilms 

for Regional Sales Meetings 

* Pennzoil Division of South Penn 
Oil has released two new sound 
slidefilms for use in current re- 
gional sales meetings. 

The new sales trainers are: 
Power and Pennzoil, a 15-minute 
color slidefilm on motor oil for 
automobiles, and Pumping More 
Profits, a 10-minute black/white 
slidefilm on gasoline selling. 

Both films were written by the 
Film Department of Fuller & 
Smith & Ross, Inc. and produced 
by Cinecraft Productions, Inc. 


* * a 


Simpson Co. Uses Tape, Slides 

Simpson Electric Company, Chi- 
cago, has recently released a new 
heating, refrigeration and air con- 
ditioning service program consist- 
ing of 48 color slides and a 36- 
minute taped talk. The program is 
designed to help service men use 
their Simpson test equipment more 
efficiently while in the shop or on 
service calls. 

Slides show various Simpson 
equipment in use on different kinds 
of equipment; the tape gives a run- 
ning narrative of the individual 
problem and its solution. 

Arrangements for using the pro- 
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ete 
* Ability Indicated by awards — Proved by results 


More than 20 years with all types of production, 
nationwide clientele. 


* Experience 
* Facilities 
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gram may be made through any of 
the company’s 35 area representa- 
tives, or through Simpson’s home 
office in Chicago. a 
os ci BS 

New Slidefilm Shows How 
Right “Attitude” Pays Off 
* Your Attitude is Showing, 
sound-color slidefilm of 47 frames, 
is part of a new training program 
package distributed by United 
World Films. Included in the com- 
plete kit are a mobile on the “atti- 
tude” theme, a set of “attitude” 
cards for day-to-day guidance, a 
meeting leader’s guide and a super- 
visor’s follow-up guide. 

Designed to help train employ- 
ees to take a positive approach in 
their relations with customers, the 


motivation program covers such 
common attitudes as “What’s in it 
for me?” “Don't ask me; I just 


work here,” “I’m too good for this 
job,” and similar patterns of think- 
ing which many people express in 
their actions without being aware 
of them. 


Where to Get Preview Details 


The slidefilm shows how a “pos- 
itive” effort pays off in business, 
at home, and in social contacts. In- 
formation on the use of the pro- 


gram is available from United 
World Films, Industrial Film 
Dept., 1445 Park Avenue, New 
York 29, N. Y. ye 


(Rate 


Animation — Location — Studio 10,000 sq. ft. fully 
equipped: Mitchell, Stancil-Hoffman, Telefunken, M-R, Moviola. 
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Slidefilm Helps to Tell 
DuKane’s “Fliptop Story” 

A new sound slidefilm pro- 
duction has been developed to 
help tell the sales story of the Du- 
Kane Corporation’s new Fliptop 
projector. 

Visual Aid for Producers’ Use 


Produced for DuKane by 
Cal Dunn Studios, 
Story is designed to serve two 
purposes: to help dealers and dis- 
tributors of DuKane equipment 
demonstrate the new machine to 
prospective customers, and to 
show these customers how they 
can use the projector in their own 
point-of-purchase selling. 

The filmstrip begins by demon- 
Strating the speed and ease with 
which the projector can be readied 
for use, and by outlining its con- 
struction and operating features. 
Major portion of the film empha- 
sizes the possibilities of point-of- 
purchase selling with the new 
light-weight projector, and shows 
it in use by several businesses 
which have integrated it into their 
sales operations. 


How to Obtain This DuKane Show 


Prints of the demonstration 
slidefilm are being made available 
to DuKane distributors and dealers 
to help them tell the story of the 
new product to business and indus- 
trial prospects in their territories. 


the 
The Fliptop 
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1447 Union Ave. 
Memphis 4, Tenn. 


Telephone BRoadway 5-3192 





WANTED 





FOR LOSING 
SALES! 


Don’t let price competition 
cloud the thinking of your 
salesmen for another day. 


Show them... 


“PRICE IS PART 
OF EVERY SALE” 


...a 10 minute sound 
slide-film that talks 
the salesman’s lan- 


guage. 
JUST RELEASED and tuned 
to today’s market. 


ORDER TODAY 


POST 
PAID 


‘40 





for ‘Price Is Part Of Every 
Sale’ FILM AND RECORD (for 
both automaticand manual 
projectors) and A MEETING 
GUIDE, 8 pages including 
a proved “‘Action Getter”’ 

If not satisfied, you can re- 
turn and pay only $10 serv- 
ice and postage expenses. 
Phone, wire or write... 

Henning and Cheadle, Inc. 


1060 West Fort Street + Detroit 26, Michigan 
1140 South Michigan Ave. + Chicago 5, lilinois 


Creators of... 











“Automation” Film Presents 
Technical Wonders, Problems 
vr Automation—the logical payoff 
in mechanization—is an electronic 
enigma as it rises in our industrial 
midst. Those who look are amazed 
at strange new factories which ap- 
pear to operate themselves. But the 
vision of a world radically relieved 
from manual labor is inhibited by 
fears about the all-out transition 
from muscles to buttons, fears 
about economic and social changes 
—particularly a thing called unem- 
ployment. 

Blessing or curse, automation is 
arriving and opinions should be in- 
formed. With this in mind, a new 
motion picture, Automation, is be- 
ing distributed on a sales basis by 
McGraw-Hill Book Company 

To clarify the problems of the 
new technology, Edward R. Mur- 
row and Fred W. Friendly, co-pro 
ducers of television’s See /t Now 
present in a range ol 
viewpoints. Contrasted in the 84 
minute film are the reactions of a 


{utomation 


union worker, a college professor 
and a top business executive. The 
latter two spokesmen are Professo 
Gordon Brown, head of the De 
partment of Electrical Engineer- 
ing, M.L.T., and Thomas J. Wat 
son, Jr., president of International 
Business Machines 

The film reports on automation 
now in use in numerous industries 

automotive, baking, 
electronics, magnetic tape, nucleon- 
ics, oil refining, plastics, television, 
A Russian application of au 
tomation is shown 

Automation should be of inter- 
rhe film 
is being recommended as a visual 
aid in business, industrial and tech- 
nological studies. Purchase 
of Automation is $275.00 
print. It is available from: Mc- 
Graw-Hill Book Co., 330 West 
42nd Street, New York 36. lad 


aviation, 


steel 


est to all adult audiences 


price 
per 
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“Punch Press Guarding” Film 
Shows Press Safety Devices 

Punch Press Guarding, an 11- 
minute motion picture in color, 
has been designed to show man- 
agement and workers the various 
guards which will protect workers 
on diverse punch press operations. 
Produced for the Industrial Acci- 
dent Prevention Associations of 
Ontario, Canada, the film is being 
distributed in the United States by 
International Film Bureau, Inc.., 
on a sales basis. 

The new film depicts the duties 
of the punch press set-up man. It 
shows many types of presses, the 
set-ups required for safe guarding 


The Film Librarian's Corner 


and the guard adjustments possible. 
Such operations as blanking, shear- 
ing, forming and embossing are 
pictured. 

Following some shocking ex- 
amples of injuries experienced on 
punch presses, the film shows the 
guards which are available, the 
operations for which they are 
suited and the correct set-up of 
each guard. The importance of 
the set-up man in providing safe 
punch press operation is stressed. 
No guard provides sufficient pro- 
tection unless it is properly ad- 
justed, the film warns. 

Punch Press Guarding was pro- 
duced by Campbell Productions. 
A print may be purchased for 
$115.00 from: International Film 
Bureau, Inc., 57 E. Jackson Blvd., 
Chicago 4, Illinois Ld 
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Board of Fire Underwriters 
Notes Film Library Addresses 

Attention, users of films from 
the National Board of Fire Under- 
writers: the National Board’s film 
distributor—the Bureau of Com- 
munication Research, Inc.—now 
is located at 267 West 25th Street, 
New York 1, N. Y. 

The new telephone number is 
ORegon 5-5330. Requests for 
films should be sent to the West 
25th Street address. 

The National Board of Fire Un- 
derwriters’ California office, at 
465 California Street, San Francis- 
co 4, will continue to handle film 
requests originating west of the 
Rockies. However, all requests 
for films which are to be telecast 
should be addressed to the Bureau 
of Communications Research. 


P wa 


ACTIONS 


ALES PROMOTION 
ADVERTISING 
PUBLIC RELATIONS 
TRAINING 
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Bureau of Mines Circulates 
Films to 14 Million in 1957 

Group audiences totaling an 
estimated 14 million persons saw 
industrially-sponsored motion pic- 
tures circulated in 1957 by the 
Bureau of Mines and cooperating 
distributors, the Department of the 
Interior has announced. 

Covering 58 subjects, the free- 
loan films were shown 237,128 
times, a greater than 10,000- 
screenings gain over the high es- 
tablished in 1956. In addition to 
the circulation to group audiences, 
an estimated 18 million persons 
saw the films on television. 

The most popular films in the 
Bureau’s 1957 circulation included 
the State Resources subjects: Cali- 
fornia and Its Natural Resources, 
sponsored by Richfield Oil Corpo- 
ration; Texas and Its Natural Re- 
sources, sponsored by Texas Gulf 
Sulphur Company, Inc.; Arizona 
and Its Natural Resources, spon- 
sored by Phelps Dodge Corpora- 
tion; Washington and Its Natural 
Resources and and Its 
Natural Resources, both spon- 
sored by Richfield. 

Mineral Commodities subjects 
completing the favored 10 films 
were: The Petrified River—Story 
of Uranium, sponsored by Union 
Carbide Corporation; A Story of 
Copper, sponsored by Phelps 
Dodge Corporation; The Drama of 
Steel, sponsored by Inland Steel 
Company; Sulphur, sponsored by 
Texas Gulf Sulphur Company, 
Inc., and Evolution of the Oil In- 
dustry, sponsored by Sinclair Re- 
fining Company. 


Oregon 


Each of these films was shown 


more than 6,500 times during 
1957. Group showings of the 


films were at schools, colleges, uni- 
versities, at meetings of associa- 


tions, business and civic clubs, 
scientific societies and similar or- 
ganizations. 


All films in the Bureau’s li- 
brary of 6,200 prints are spon- 
sored by private films or industrial 
organizations which pay costs of 
producing them and provide cop- 
ies for circulation by the Bureau 
and by cooperating distributors at 
schools, libraries and universities 
in approximately 40 states, Alaska 
and Hawaii. The 16mm films all 
are with sound and nearly all are 
in color. 

Added to the Bureau circulation 
list last year was The Copper Net- 
work, sponsored by the Phelps 
Dodge Copper Products Corp. Al- 
ready in heavy demand, this film 
tells the story of copper wire and 
cable production and uses. i 
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Above: Retired Army Major J. C. Waldron 
nduct audi visua aid clas at Le 
Anaeles post 
Army’s L. A. Film Exchange 
Serves 178,000 Sq. Mi. Area 

y Serving one of the most wide- 
spread geographical areas any- 
where is the U.S. Army Signal 
Corps Film and Equipment Ex- 
change in Los Angeles. Working 
out of headquarters on the 14th 
floor of the Federal Building, the 
exchange provides a fast and con- 
venient film service to military 
detachments, large or small, in an 
area encompassing more than 
178,000 square miles of the far 
southwestern United States. 

The service covers military 
people in all of Arizona, part of 
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satety tilms with John M. Rogers ght 


coordinator f Aviation Safety Division 
at the University f 
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and training personnel throughout 
the area. 

The exchange also provides pro- 
jectors and other equipment, con- 
ducts classes to train qualified 
operators, and publishes a guide 
offering data on latest develop- 
ments in this field. 

Maj. James C. Waldron, retired, 
director of the exchange, estimates 
that about 250,000 people view 
showings of Army motion picture 
film during the peak winter three- 
month period. Besides both active 
and reserve Army personnel, these 

















| with TEL-Animaprint 


Greatest Dollar for Dollar Value 





in its field! 


The first sensibly priced HOT PRESS 
TITLE MACHINE for high quality 
fast dry lettering in all colors.-the an 
swer to economy and precision a 

Prints dry f 
instant use. Acme pegs 
registration on paper 
This versatile Hot Press 





In film titling 





titles in any language main title sub 

. tles, trailer titles, TV commercials, slide 

“SS “ films super-imposed subt itles hadow 
) ; and third dimensional effects, etc. These 
may be applied to any kind of art 

scenic or live action background, in 


cluding photographs. Ideal for Motion 
Picture Producers, TV Stations, Film 
Titling & Artwork, Special Effects Labs 
Animators, Advertising Agencies, Com 
mercial Photographers, Art Studios, Etc 


Latest 1958 Electronic TEL-Animaprint 


ant rate automatically.® despite changes in 6g 


Ar 7 wit nar >] T $435 


e Write for TEL-Anima brochure covering every animation need 


N. 0.8. CINEMA SUPPLY CORP. 

















Nevada (including Las Vegas), 


include high school and college stu- 
and all of California south of the 


dents, professional and service club 


Dept. H, 602 West 52nd St., New York 19—Plaza: 7-0440—Cable: SOSound 
Western Branch: 633! Hollywood Boulevard, Hollywood 28, California—Phone HO 7-2124 


36th parallel. 

In size, this territory compares 
to the entire Second U.S. Army 
area, which includes the states of 
Pennsylvania, Ohio, Kentucky, 
West Virginia, Virginia, Maryland 
and Delaware. 

The unit stocks a library of more 
than 3,000 prints of military 
motion picture training and in- 
formation films, film strips and 
transparencies. New films are 
added to the library continuously. 

Standard operable transparen- 
cies are a new addition to the ex- 
change’s audio-visual training aids, 
which are available to commanders 


members, and the general public. 

Maj. Waldron helped pioneer 
the use of motion pictures in Army 
training. He now specializes in 
the transparency process, which he 
considers an inexpensive and ver- 
satile means of visual instruction. 

Maj. Waldron’s staff includes 
John A. Smith, section supervisor; 
Sgt. Ist Class William P. Allen, in 
charge of supply; Noel J. Guillen 
and Pvt. Ist Class Ludwig J. 
Schlies, film storage and issue 
branch; and Mrs. Dorothy Naugle, 
who does the administrative 
work. a) 





Follow the Leaders 
IN BUYING TYPE-SET 


Oxberry Animation 
Stand Available 
in N.Y. for Rental 


An Oxberry Anima- 
tion Stand is now being 
offered for rent by the 
hour, day or month at 


2 3 r L om i, the still photography 


In 1957 we served a larger number of pro- 
ducers and did a greater volume of business 


studio of Mort Corwin, 
480 Lexington Avenue, 
New York. 


than in any previous year. The reason should Mr. Corwin, whose 


be obvious: our prices are as reasonable as 
is possible consistent with our high quality. 


business is non-com- 
petitive to the industrial 
field, is making the 


stand, camera and a 
KNIGHT STUDIO iii’. 


159 East Chicago Avenue, Chicago 11, Illinois 


ies available either with, 
or without an operator. 
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Business and Industry 


written by 





Melvin Shaw 
P.O. Box 24724 
Village Station 


Los Angeles 24, California 
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Marvin Rothenbe » (right) Vice-Presid 
MPO to Use Republic Studios 
for West Coast Production 

MPO Productions, Inc. has ar- 
ranged with Republic Pictures 
Corporation for the use of the 
entire Republic lot and facilities 
in Hollywood for the filming of 
television commercials and spon- 
sored films. 

MPO has moved into offices on 
the Republic lot which will be the 
company’s west coast headquarters 
with Mel Dellar as Executive Pro- 
ducer in charge. Mr. Dellar was 
formerly Production Manager and 
Director with Warner Brothers 
Commercial Department. 

According to the MPO-Repub- 
lic agreement, studio space and ed- 
iting facilities at Republic will be 
made available to accommodate 
MPO’s entire West Coast produc- 
tion schedule \ 
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Olds Named Creative Chief 

at Alexander Film Company 

vr Bob Olds has been appointed to 
the new post of creative director 
at Alexander Film Co., Colorado 
Springs, Colorado. He will super- 
vise Alexander's film production 
techniques and be responsible for 
final approval of all theater and 
television commercials and indus- 
trial films produced by the studio 

Olds’ appointment was announc- 
ed by James A. Anderson, vice- 
president in charge of production. 
Anderson said that Olds will work 
closely with the sales departments 
on pre-planning activity and meet 
with clients and production depart- 
ment heads on phase planning be- 
fore film production. 

Ray C. Ebeling, formerly assis- 
tant production manager for Alex- 
ander has been named administra- 
tive assistant to Olds. Victor King, 
formerly assistant stage manager, 
has been promoted to stage mana- 
ger. 

Olds formerly was head of tv 
film production at McCann-Erick 
son, Inc., New York, where he de- 
vised new film techniques and pro- 
duction methods. His earlier ex- 


perience includes production as- 







signments with Transfilm, Inc. and 
Loucks and Norling Studios and 
independent tv film production. 


b Olds, Alexander Creative Chief 





Consider... 


People Who) nak Pichures 


News of Staff Appointments Among the Producers 


Name Harder Production Chief 
of Fred A. Niles Productions 

William E. Harder has been ap- 
pointed production manager of 
Fred A. Niles Productions, Inc., 
according to Fred Niles, president 
of the Chicago-Hollywood film 
company. 

Harder replaces Thomas R. 
Ryan, resigned. Prior to his ap- 
pointment as production chief, 
Harder was supervising editor. 

He has been associated with 
Fred Niles since 1952. During 
his first three years with Niles, he 
was a director of industrial and 
television films, location unit man- 
ager, assistant production mana- 
ger and studio manager. Ld 


COLBURN 
COLOR 
POSITIVES 


Eastman Internegative-Color Print) 


for your next 16mm release 


protect your original 


enjoy faster delivery 


finer color corrections 


uniform prints 


10 or a 1000 at lower costs 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER DRIVE + CHICAGO 6 
TELEPHONE DEARBORN 2-6286 


Demonstration Reel available on request 
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Two Account Execs Named by 

Wilding Picture Productions Inc. 
vr Two account executive appoint- 
ments have been announced by 
Wilding Picture Productions, Inc. 
Henry A. Houston has been ap- 
pointed account executive in the 





Henry Houston to Wilding, Detroit 
company’s Detroit office and James 
W. von Brunn has been named ac- 
count executive in the New York 
office. 

Houston formerly was a depart- 
ment head at Wilding-Henderson, 
Inc., in Detroit, a subsidiary of 
Wilding. Prior to joining the 
Wilding organization he was asso- 
ciated with Amos Parrish & Co., 





J. W. von Brunn to Wilding, N. Y. 


Ross Roy, Inc., Kenyon & Eck- 
hart, Inc., and J. Walter Thomp- 
son Co. 

Before coming to Wilding, von 
Brunn was a television film pro- 
ducer for McCann-Erickson, In- 
ternational, N. Y., and previously 
had his own art and tv consulting 
firm and was an art director at 
Benton & Bowles in New York. & 

* * * 
Hugh Kelley, Jr., Appointed 
Playhouse Pictures’ Editor 

Hugh Kelly, Jr., has been ap- 

pointed film editor for Playhouse 


Pictures, Hollywood animation 
specialists, by Adrian Woolery, 
president. 


Kelly formerly was an animation 
film editor with Walt Disney Stu- 
dios and previously was associated 
with Consolidated Film Labora- 
tories and the Technicolor Corpo- 
ration. Uy: 
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Feldman to Pelican Films 
as Vice-President of Sales 

Eli Feldman has joined Pelican 
Films, Inc., New York producers, 
as vice-president in charge of sales. 

Feldman will function as a 
member of the studio’s planning 
board with Joe Dunford, president 
—in charge of production, and 
Jack Zander, vice-president — in 
charge of animation direction. 
Feldman formerly was in charge 
of sales for U. P. A. Pictures, 
New York. 

a 
Maranz Named Account Rep 
for William P. Gottlieb Co. 

Irving L. Maranz has been ap- 
pointed as account representative 
for William P. Gottlieb Co., New 
York City, producer of sound 
slidefilms, filmstrips and picture 
books. 

Maranz formerly was a sales 
representative for the Sperry Rand 
Corporation and has several years 
of teaching background in public 
and private schools. i 
Lawrence Elected Veep 
at Loucks & Norling Studios 

Howard M. Lawrence has been 
elected vice-president of Loucks 
& Norling Studios, Inc., New York 
City. The firm is one of the oldest 
in the industrial film business, hav- 
ing been formed 34 years ago. 

uK * a 
George Cannata has joined 
Robert Lawrence Productions as 
Storyman and Creative Designer. 
He most recently was employed 
with Ray Patin Productions in 
Hollywood and prior to that was 
with TV Spots. He studied art at 
the Instatuto Allende in Mexico 
and graduated from the Chouinard 
Art Institute in California. His 
paintings have been exhibited on 
several occasions at the Los An- 
geles Art Museum. bat 
a a a 
Transfilm, Inc., Appoints 
Ned Smith Creative Director 
Appointment of Ned Smith as 


Mc) } 


a creative director at Transfilm 
Incorporated, New York City, has 
been announced by Walter Lowen- 
dahl, president of the industrial 
film and television commerical 
production company. 

Smith will be available as a 
creative consultant to advertising 
agencies and industrial firms. He 
formerly was creative chief at the 
Raymond Spector Co. advertising 
agency where he developed copy 
and storyboards for more than 500 
tv commericals. 

His ad agency experience covers 
18 years in copy writing and copy 
group head capacities with Kenyon 
and Eckhardt and Campbell- 
Ewald. He also served as agency 
principal with both Humphrey, 
Alley and Richards and Smith, 
Hagel and Snyder. 

Premier showing of the film was 
scheduled for the National Asso- 
ciation of Retail Clothing Furnish- 
ers Convention February 23-26 in 
Chicago. Film and record kits will 
be made available through the local 
chapter of the AIMBW, at cost. J 


of 


Claire Morris Barrows Now 
With Hartley Productions 

Hartley Productions, Inc., has 
appointed Mrs. Claire Morris Bar- 
rows, former off-camera homes 
and gardens editor of the recent 
NBC-TV Home Show, as an edi- 
torial and sales associate. Mrs. 
Barrows will continue her own 
home furnishings consu! »tion busi- 
ness in Long Island, N.Y. 

While she was a _ writer-pro- 
ducer, Mrs. Barrows won the 
Dorothy Dawe award, given by the 
American Furniture Mart for 
distinguished coverage of home 
furnishings on tv. She also won 
the “Apollo” award from the Na- 
tional Association of Summer 
Furniture Manufacturers. 

Before joining NBC, Mrs. Bar- 
rows was an editor of BRIDES 
MaGaZINE and “Clara Dudley” for 
Alexander Smith & Sons Co. & 
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For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 


For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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SYLVANIA 





cerAMIc|BLUE TOP 





~ PROJECTION LAMPS... 





Brighter 


machine-made 
bright as life. 


Cooler 


Longer Lasting . . 


your slides and 


SYLVANIA ELectric Propucts, Inc., 1740 Broadway 


¥ SYLVANIA 


. .» fastest growing name in sight! 


LIGHTING + RADIO ELECTRONICS 


TELEVISION . 


for all makes .. . all types .. . in all sizes 


New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector . . . to 
fill your exact requirements for clear, 
brilliant projection. 


Blue Tops offer these superior qualities: 


Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops... 


filaments assure pictures 


. Ceramic Blue Top is bonded to the 
glass for improved heat dissipation . . . cooler 
operation assures longer lamp life. 


. Exclusive Sylvania shock 


absorber construction protects filaments from 
vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 


movies deserve the best! 


, New York 19, N. Y. 


OUR EXPERIENCE IS YOUR KEY TO 


SERVICE & DEPENDABILITY 





CAMART TV CAMERA DOLLY 





and Aerojet Corp., Philco Corp., 
Bell Aircraft Co., Eastman Kodak Co., 
and many Government and State Agencies 


MODEL III-B 


* Boom arm raises and 
lowers boom so that you 
can film while the camera 
is being moved. Can be 
lowered to 2 ft. or raised 
to almost 7 ft. high. 


¢ Four rubber-tired 10” 
ball-bearing wheels for 
smooth, silent movement, 
in alignment for use with 
dolly tracks. Locking de- 
vice for straight run. 


* Counter Balanced 
spring action permits ac- 
curate balance for any 
motion picture camera 
with blimp, or standard 
television camera. 


$1 975.00 rox. ny. 


Dolly tracks available 


in use BY FORD MOTOR COMPANY 
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LUDLU-VISUAL Equipment 


Recent Product Developments for Production and Projection 


Genarco Electric Changer 
Shows 70 Slides by Remote 

* Seventy slides are accommo- 
dated in the feed magazine of a 
new remote control electric slide 
changer, Model 6800, announced 
by Genarco, Inc., Jamaica, New 
York. 

The Model 6800 slide changer 
takes as many as 70 (314” x 4”) 
lantern slides with cover glasses 
and binding all around or Polar- 
oid slides in plastic mounts. Oper- 
ating by pushbutton remote con- 
trol, the unit changes slides in less 
than 14 second, the manufacturer 
states. The Model 6800 adapts 
to most 31.” x 4” type slide pro- 
jectors. 

There is no need to insert the 
slides into individual slots. The 
whole slide pack is placed in the 
feed magazine and all slides are 
in reach at all times. After being 
projected, the slides stack them- 
selves in the receiving magazine. 
Slides are projected in sequence 
as desired, the change of image 
is accomplished with a curtain ef- 
fect. 

The Model 6800 slide changer 
is priced at $285.00. Pamphlet 
No. 257, describing the unit, may 
be obtained from Genarco, Inc., 
97-08 Sutphin Boulevard, Jamaica 
a,» ¥- a 

* * * 
Bausch & Lomb Optical Co. 
Adds New Tray to Projector 

A new Balomatic “non-spill” 
slide tray has been announced by 
Bausch & Lomb Optical Co., 
Rochester, New York. Spring 
clips hold the slides in the tray. 
The trays are packaged in new 
containers designed for long-time 
handling and storage. 

HE ok ‘ 


New Long Play 


Two Pageant Projector Models 
Announced by Eastman Kodak 
vy Engineering advances are fea- 
tured in two new 16mm Pageant 
sound motion picture projector 
models announced by Eastman 
Kodak Company, Rochester, N. Y. 

Model AV-085, a new “budget” 
unit, incorporates a specially de- 
signed tungsten carbide pulldown 
tooth, a printed circuit amplifier, 
a three-wire power cord (with two- 
prong adapter), and an 11-inch 
oval speaker. 

The Model AV-085 provides 
forward projection only and op- 
erates on 105-125-volt 60-cycle 
AC. It may be run at both sound 
and silent speeds. 

Amplifier output in the new 
projector is 8 watts. The unit has 
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Kodak's Pageant Projector 


high and low frequency tone con- 
trol and includes an 11” x 6” oval 
speaker in a lift-off baffle cover. 
The projector’s three-wire cord is 
expected to be particularly valu- 
able in areas where municipal 
codes require an additional ground- 
ing wire for projectors. 

The Model AV-085 incorpor- 
ates such standard AV model 
Pageant features as folding reel 





Audio Vendor Out 

A new long-playing 
Audio-Vendor tape re- 
corder accessory 
repetitive play-back of 
recorded talk and music 
is announced by Cou- 
sino, Inc., Toledo, Ohio 
maker. 

New Model 
110 uses more than 
500 feet of Cousino 
tape; has approximate- 
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rr  ARTdyVIDEART 


ANIMATION 
TITLES 
OPTICAL PHOTOGRAPHY 


COLOR or B&W — 16 of 35MM 
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ly one hour of playing 
time with the Moebius 
Loop. It can be used 
with nearly any tape 
recorder and is espe- 
cially useful in sales. 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 


LExington 2:7378-9 
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arms, single-switch control, loop 
former, spring-loaded lower 
sprocket, fidelity control, Super 40 
Shutter and permanent pre-lubri- 
cation. Measuring 1414” x 13” 
x 10%”, the AV-085 weighs ap- 
proximately 33 pounds. 

Eastman Kodak also has an- 
nounced the 1958, 15-watt Pa- 
geant Sound Projector, Model AV- 
154-S, Type II. 

This model features the new 
tungsten carbide pull-down tooth 
and a three-wire cord with two- 
prong adapter plug and has a 
1200-watt lamp capacity. Type Il 
Model Pageants accept 1000- and 
750-watt lamps, enabling the user 
to match desired illumination 
levels. 

The Model AV-154-S is avail- 
able with a Kodak Deluxe Speaker 
in separate case. a 

* * oe 
Pushbutton Tape Splicer 
Shown by Camera Equipment 

Ace “Clear-Vision” Tape Spli- 
cer, Model II, a new pushbutton 
unit announced by Camera Equip- 
ment Co., Inc., New York City, 
is said to make possible clean, 
even splices for all types of film. 

The Ace Splicer has a recessed 
blade. Its method of flat cutting 
prevents tearing or bending of the 
film, it is said. Depressed by push- 
buttons, the blade springs back 
into its recessed position. Center 
bars in the base push the film back 
up after it has been spliced. 

The splicer’s nonmagnetic con- 
struction precludes harm to mag- 
netic coatings and stripes on film 
and the splicer makes strong butt 
or lap, straight or diagonal splices 
without use of cement or heat, the 
company notes. The film is spliced 
with 142 mil Mylar R_ perforated 
transparent tape. 

Film width pins are adjustable 
for 70mm—and down to 8mm and 
are retractible into the base. | 
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PHONE OR WRITE FOR SPECIAL PHOTOGRAPHIC 
OPTICAL EFFECTS CHART & INFORMATION 


HOLLYWOOD 29, 


NOrmandy 3-9331 


NEW FILM TYPES 


DuPont Type 936 “Superior” 2 
All-Purpose, Fine Grain Film 
‘y An all-purpose, medium speed 
film for exterior and interior mo- 
tion picture production, Type 936 
Fine Grain “Superior” 2, has been 
announced by the Du Pont Photo 
Products Department, Wilmington, 
Delaware. 

Type 936 is described as having 
a finer grain than its predecessor 
in the “Superior” series and as 
being super-hardened to withstand 
processing temperatures as high as 
125 degrees F. The film develops 
to normal density and contrast two 
to three minutes faster than the 
previous “Superior” 2, now dis- 
continued, the manufacturer states. 

Type 936 Fine Grain “Superior” 
2 is available in 16mm and 35mm 
daylight-loading and lab-pack rolls, 
footage numbered. Its exposure 
indexes, for use with ASA-cali- 
brated exposure meters, are 80 
Daylight and 64 Incandescent. 

Bo ne * 


Super Anscochrome Tungsten 
Available in 16, 35, 70mm 

Super Anscochrome Tungsten 
film, a fast indoor color film, now 
is available in 16mm, 35mm (long 
length) and 70mm sizes. 

The new film, a product of 
Ansco, Binghamton, New York, 
has an official tungsten film speed 
of 100 with normal processing. 
Super Anscochrome’s high-speed 
and its color characteristics make 
possible satisfactory results under 
a wide range of light sources, the 
manufacturer says. 

According to Ansco, tests of the 
film show no appreciable change 
in color balance in exposures as 
short as 1/5000 second or as long 
as 4 seconds. Because of these 
characteristics the film is well- 
suited to high-speed photography, 
it is pointed out. Vd 
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TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. 






Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there's no faster, 
more forceful way to put your message across than 
with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 
commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone or write us about it today! 


HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y. + Telephone: MAdison 7411 
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Reid H. Ray Announces 

Management, Sales Changes 
Executive and sales manage- 

ment changes at Reid H. Ray Film 


Industries, Inc., St. Paul, Minne- 
sota, have been announced by 
Reid H. Ray, president. 

Sales activities of the organiza- 
tion’s two  divisions—industrial- 
television production and theatre 
screen advertising distribution have 
been consolidated. Overseeing 
this unified effort will be R. V. 
Jefferey, in the newly-created posi- 
tion of general sales vice-president. 

Jefferey will direct the home 
office sales and branch office sales 
in Chicago, Dayton and Washing- 
ton, D.C.—where a new 
recently was opened 

Robert Whitney, formerly Ray’s 
executive assistant, has moved 
from Minneapolis to represent the 
firm in the Washington office and 
will supervise government con- 
tracts handled by the production 
company 

Frank Balkin, of the 


office 


Chicago 


office, who recently celebrated his 
10th year with Reid Ray, con- 
tinues in the Milwaukee-Chicago 


sales area. Sales activities in the 
Dayton area will be continued by 
A. Merritt Simpson, who has rep- 
resented the company there for 
two years. 

The theatre screen ad division, 
headed by Frank Havlicek, is ex- 
panding its activity to the West 
Coast. Named to the new posi- 
tion of controller for the company 
is T. J. Herman. Herman formerly 
was with Minnesota Mining and 
Manufacturing Company in do- 
mestic and foreign accounting 
assignments. His latest assign- 
ment was as controller of Zenith 
Plastics in California 

Mrs. Francis Hostettler has 
been named assistant treasurer in 
Reid Ray's general accounting 
department ld 

* * 4 
Du-Art Film Labs Acquires 
Associated Screen News, Ltd. 

Du-Art Film Laboratories, Inc., 
New York City, has acquired the 
assets of Associated Screen News, 
Ltd., of Canada, and has formed a 
new subsidiary to be known as 
Associated Screen Industries, Ltd 

Officers of the new company are 
Al Young, president; Irwin Young, 


vice-president; Murray  Briskin, 
secretary, and Jack Fellers, treas- 
urer. Murray Briskin, formerly 


executive assistant to the president 
of Associated Screen News, Ltd., 
will be 
subsidiary company. 
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Henry Gregg 


Mel Richman, Inc., Forms 
a Business Film Division 
Formation of a film division to 
create and produce audio-visual 
presentations for business and in- 
dustry has been announced by 
Mel Richman, Inc., of New York 
and Philadelphia. 
The new division is directed by 
Henry Gregg, a specialist in color 


photography, color slide presenta- 
tions and slidefilm productions. 
According to Gregg, the new 
film division will concentrate its 
initial activities in slides and slide- 
film productions. 


* a * 


Filmways Moves Headquarters 
to E. 50th St. in New York 

Filmways, Inc., has moved ex- 
ecutive, sales, creative and editing 
facilities to 18 East 50th Street, 
Martin Ransohoff, president, has 
announced. 

Filmway’s studios at 54th Street 
in downtown New York, which 
formerly housed the divisions now 
on East 50th Street, will be de- 
voted solely to actual production 
and production staff. The com- 
pany also maintains studios on 
95th Street in Manhattan and 1040 
North Las Palmas Avenue, Holly- 
wood. Ld: 


Revolutionary “Repro-Graphic” Camera 
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NEVER BEFORE HAS SUCH 
5-WAY VERSATILITY 

BEEN OFFERED AT 

SO LOW A PRICE!! 


.. And it’s easier to work 
than your Mimeo Machine!! 


Unlimited Range! Horizontal or 90° Vertical Operation! 


“ 

@ Takes copy artwork up to 24 x 24"! 
@ Makes Xerographic masters on paper or metal! 
. 


Exact effortless “position-focusing” 
image exactly on focusing screen. 


@ Interchangeable Lenses for greater magnification or re- 
Interchangeable Backs from 11 x 14” down for 


duction 
film economy 


@ Completely self-contained with sharp focusing lens. Shad- 
owless front or rear lighting eliminates negative opaquing. 
@ Independent controls! Precision quality construction as 


supplied to military agencies! 


Fully guaranteed. Prices from $975.00 


Write for free Princeton Booklet. BS 558 


BURKE & JAMES, Inc. 





! Twist of knob locates 






EQUIPMENT: SINCE 1897 


















1. MAKES XEROX* 
MASTERS ... 
for fast economical dupli- 
cating with the Xerox* 
non-chemical process! 























2. MAKES OFFSET 
NEGATIVES .. . 
to17” x17"! 


3. MAKES COPY PRINT 
NEGATIVES .. . 
to 17” x17"! 


on film or paper! 


5. MAKES SILK SCREEN 


MANUFACTURERS OF 
NEGATIVES! 


THE FINEST PHOTO 


*Patemed and suppled by Halos, Rochester, N.Y. 





Bert G. Shevelove 


MPO Forms New Division to 
Produce Live Industrial Shows 
‘A new division devoted to pro- 
duction of live industrial presenta- 
tions has been formed by MPO 
Productions, Inc. 

The live-presentation division 
was described as a logical business 
development by Judd L. Pollock, 
MPO president: a company such 
as MPO, having years of experi- 
ence in industrial films, is oriented 
to industrial show requirements. 

The new division will cover all 
types of industrial presentations 
including sales meetings, dealer 
conventions, sales training  ses- 
sions, closed-circuit tv sales meet- 
ings, product introduction shows 
and stockholder presentations. 

Heading the MPO Live Presen- 
tation Division is Bert G. Sheve- 
love, experienced as a producer, 
director and writer in the legiti- 
mate theatre, television and indus- 
trial shows. 

Shevelove’s Broadway 
include Call Me Mister, 
Wonder, Kiss Me Kate, and Month 
of Sundays. In television, Sheve- 
love directed a number of enter- 
tainment shows and has previously 
created industrial shows for Gen- 
eral Motors, Chrysler and others. 

* os ok 


credits 
Small 


Musi-Que Spot Library 
Providing Film Music 
vw A new library service providing 
all-instrumental music is being in- 
troduced to film and recording stu- 
dios by Standard Radio Transcrip- 
tion Services, Inc., Chicago. 
Musi-Que Spot Library func- 
tions as a source for music and 
musical effects for motion pictures, 
slidefilms and television commer- 
cials. A complete selection of mu- 
sic is available for commercial an- 
nouncements, openers and closers; 
contrasts and backgrounds for 10, 
20 and 60-second announcements. 
The library includes over 1,600 
tracks of instrumental music rang- 
ing from spilt-second attention-get- 
ting effects to complete musical 
backgrounds of over two minutes. 
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(CONTINUED FROM PAGE 33). 
treats, again in dramatic dialogue 
fashion, with a charity solicitation 
team—a man and wife bilking 
some honest and rather distingu- 
ished citizens of some hard earned 
dollars as the result of a polished 
telephone manner that would draw 
blood from the proverbial stone, if 
only the stone could hear. 

In this charity solicitation se- 
quence, a highly professional use is 
made of the contrast between the 
appearance of the people and their 
surroundings and the way they 
sound. 

The Voices That Deceive 

Against a loft-office background 
that, even at the peak of inflation, 
might represent a fifteen-dollar-a- 
month rental, two indivduals who 
look a little as if they were per- 
sonally picketing all barber and 
beauty shops hold forth in voices 
that would do credit to the Duke 
and Duchess of Windsor on a good 
morning. 

Writer-producer William M. 
Nelson and director Warren Mur- 
ray note that the problem in this 
visual and verbal juxtaposition was 
not that of how to take advantage 
of it, but one of restraint. 

Final sequence of the film 
treats, again in positive fashion, 
with a home-improvement swindle. 
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For All 16 & 35mm Films 
The Rapidweld Process Removes: 
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* Repairs Damages 
Send for Free Brochure, “Facts on Film Care” 
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Better Business Bureau Presents: | 


It is well presented and should 
strike a familiar note to that large 
segment of the public who have 
been taken in by similar deals. 
Early Response Impressive 

Only a few weeks have elapsed 
since the closed circuit color pre- 
miere of the film. But already, 
reactions received from the audi- 
ence who saw the film are impres- 
sive. 

The audience was considerably 
more select, and inclined to be 
more critical, than will be encount- 
ered by the film in general use; it 
consisted of Better Business Bu- 
reau officers, directors, civic lead- 
ers, prominent industrialists and in 
general a valid cross-section of the 
leaders of any city’s business com- 
munity. 

Their reactions to date, pouring 
onto the desk of ABBB President 
Victor Nyborg are “universally en- 
thusiastic and clearly indicate a 
resounding success.” 

Some Typical Film Requests 

In El Paso, Texas, for example, 
the local Air Force Base wanted 
to show it to enlisted personnel 
“as soon as possible.” In Savan- 
nah, Ga., managers of three sepa- 
rate industrial plants wanted it 
post haste for showing to all em- 
ployees. In Pittsburgh, the station 
carrying the closed circuit telecast 
insisted on being the first to run it 
for general audiences. 

In Scranton, Pa., all three local 
stations agreed to run it. In Pe- 
oria, Ill., local luncheon clubs 
wanted it immediately. 

In Rockford, Ill., a local com- 
mittee wanted a print to use to at- 
tempt to start a Better Business 
Bureau in their city, where none 
exists. In Mobile, Ala., two chain 
store executives requested that the 
film be shown to all employees. In 
San Francisco, a top official in the 
audio-visual education department 
of the school system recommended 
the purchase of two prints for the 
permanent libraries of the local 
high schools. 

Akron Phone Company Orders 

In Akron, Ohio, the telephone 
company wanted the earliest pos- 
sible showing for all of its em- 
ployees. All of this in addition to 
an enthusiastic response from TV 
station officials wherever it 
shown. 

Asked for his opinion as to this 
unprecedented demand resulting 
from a single showing—with no 
solicitation or promotion — of a 
(CONTINUED ON NEXT PAGE) 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


16mm 

35mm Standard 

35mm Hi-Speed 

35mm NC @ 35mm BNC 


BELL & HOWELL 


Standard ® Eyemo ® Filmo 


ARRIFLEX 


lémm © 35mm 


WALL 


35mm single system 


ECLAIR CAMERETTE 
35mm *© 16/35mm 
Combination 


Colortran 
Century 
Cable 


Spider Boxes 

Bull Switches 

Strong ARC-Trouper 

10 Amps 110V AC 5000W- 
2000W-750W 


CECO Cone 
(shadowless 


Barn Doors 
Diffusers 
Dimmers 
Reflectors 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 

Blimps ® Tripods 


ZOOMAR 


WE SHIP 


FRANK C 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform © Western 
3 Wheel Portable 


(+ AMER 


LIGHTING 


Mole Richardson 
Bardwell McAlister 


Gator Clip Lites 


EDITING 


Moviolas ® Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels *® Ladders 

2 Steps © Apple Boxes 
Scrims ® Flags 

Gobo Stands 


Lites Complete grip equipment 


lite) 

SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


VIA AIR, RAIL OR TRUCK 


35mm 


ZUCKER 


A CQuipment (..INC. 


Dept. S$ 315 West 43rd St., 
New York 36, N. Y. JUdson 6-1420 








fe “2 sia 
Professional Motion 
Picture Production 


SERVICES AND FACILITIES 





@ 40’x 60’ Air Conditioned Sound Stage 


@ RCA, Westrex and Ampex Recording Equipment 


@ Mitchell Cameras 


@ Mole Richardson and Bardwell Lighting and Grip 


Equipment 


@ Experienced and Cooperative Staff and Crews 


@ Location or Studio 


For information call F. William 
Vice-President and Manager 






35mm 


Lincoln 6-8822 


- 16mm - 


Hart, 


NATIONAL FILM STUDIOS 


(formerly Capital Film Studios) 









105 11th Street, S.E. 


Washington, D. C. 











EASTERN STATES 





e MASSACHUSETTS e 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


e NEW JERSEY « 
Slidecraft Co., 142 Morris 
Mountain Lakes, N. J. 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. | 


Ave.., 


e NEW YORK e 
Association Films, Inc., 347 Mad 
ison, New York 17. 
Buchan Pictures, 122 W. 
pewa St., Buffalo. 


Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 


The Jam Handy Organization, 
1775 Broadway, New York 19 


Chip 


Ken Killian Company, Inc., 725 
Prospect Ave., Westbury, N. Y. 


S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19 


Training Films, Inc., 150 West 


54th St.. New York 19. 


Visual Sciences, 599BS Suffern 


e PENNSYLVANIA e 


J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 


Lippincott Pictures, Inc., 4729 
udlow St., Philadelphia 39 


The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St. 
W., Charleston 2, Dickens 6 
6731. 


_ SOUTHERN STATES 


e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial 
N. W., 


Films, 7] Walton St.. 
Alpine 5378, Atlanta. 


NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


e LOUISIANA e 


Stanley Projection Company, | 117 
Boiton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 


Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE. 9-3391. 


e MISSISSIPPI e« 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bidg., Memphis. 


e VIRGINIA e 


Tidewater Audio-Visual Center, 
Cameraland Bldg., $29 South- 
ern Shopping Center, Norfolk 
5. Phone JU-31181. 





MIDWESTERN STATES | 





e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, 111] 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l 


Midwest Visual Equipment Co., 
5518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


LIST SERVICES HERE 


Pualitied audio-visual dealers are 
Directory at $1.00 per 


ne per issue. 


ted in +h 


e OHIO « 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
Dayton. Phone: ENterprise 
6289. 

Twyman Films, Inc., 400 West 
First Street, Dayton. 

M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 





WESTERN STATES 


e CALIFORNIA e 


LOS ANGELES AREA 

Clausonthue Audio Visual, Sales 
and Service, 110 Shoppers Lane, 
Covina. 

Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

Hollywood Camera Exch., 1600 
Cahuenga Blvd., Hollywood. 
The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 

lywood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc., 829 S. 
Flower St., Los Angeles 17. 

Phone: TR. 8664. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 





SAN FRANCISCO AREA 
Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 


Westcoast Films, 350 Battery St., 
San Francisco 11. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon. 


e TEXAS e 
Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 





BUSINESS 


Better Business Film: 
(CON’T. FROM PRECEDING PAGE) 
film, Pathescope’s President, 
Edward J. Lamm said, “A part 
of this reaction, of course, must be 
attributed to the prestigeful fact of 
the closed circuit telecast itself. 
But in addition, the demand from 
groups representing all segments 
of community and business activity 
indicates that the picture has hit 
a common denominator of experi- 
ence with all people. 

“This is what we and the Asso- 
ciation of Better Business Bureaus 
tried to accomplish in more than a 
year of discussion and script prep- 
aration. It is pleasant to note 
that our objective seems to have 
been realized.” 2a 


* a 


Face of the South: 


(CONTINUED FROM PAGE 35) 
for. Mitchell carries his analysis 
of the economy through four seg- 
ments of the South—-The Mountain 
Area, the Piedmont, the Piney 
Woods and the Plantation South 
—each with its economic prob- 
lems. 

Mitchell discusses economic 
progress in the South—the result of 
improved agriculture, increasing in- 
dustrialization and the redistribu- 
tion of wealth. 

Appropriate for adult groups, 
colleges and schools, Face of the 
South may be rented from local 
film libraries or may be purchased 
(color only) for $180.00 from 
BFC Films, 220 Fifth Avenue, 
New York 1, N. Y. i 


x x a 
Clifford Wells Appointed 
Sponsored Film Mgr. at Ideal 
‘y Clifford Wells has been ap- 
pointed manager of public rela- 
tions and sponsored films for Ideal 
Pictures, Inc., Chicago, according 
to an announcement by Paul 
Foght, president. Wells formerly 
was a public relations supervisor 
for Standard Oil Company, where 
he managed the public relations 
film program. We 
at a reasonable cost 
High fidelity 16 or 35. Quality 
guaranteed. Complete studio and 
laboratory services. Color printing 
and lacquer coating. 


ESCAR 


Motion Picture Service 
7315 Carnegie Ave. 
Cleveland 3, Ohio 
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SYMBOL OF 
PROFESSIONAL 


QUALITY 





EMPIRE PHOTOSOUND 


INCORPORATED 


Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 







@ Reversal 
@ Negative 
@ Positive 
@ A &B Roll Printing 
@ Peerless Treatment 





LABORATORIES Inc. 
WELLESLEY HILLS, MASS. 


SERVI 
P.O. BOX 7 








OXBERRY 
ANIMATION STAND 


For Rent 


Day « Week or Month 
with or without operator 


Oxberry camera, 16/35mm shuttles, 
Trimotion motorized compound. Fol- 
low focus cams, 3 lenses. Automatic 
dissolve. 4 Acme or Oxberry peg 
tracks. 
CORWIN STUDIOS 

480 Lexington Ave., New York 17, N. Y. 
MUrray Hill 8-3278 
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America’s Growing Leisure Hours 
Show Need for Creative Hobbies 


Sponsor: Hobby Industry Assn. of America. 
TITLE: Time Out for a Hobby, 15 min., color, 
produced by Neil Harvey Enterprises. 

One of the significant facets of our eco- 
nomic system is that today industry has achieved 
production and technical progress which grants 
more and more leisure time to its employees. 
According to the Hobby Industry Association 
the use of this leisure time can help produce 
for this era, a generation which will be re- 
garded as alert and productive rather than 
lethargic and bored. Through creative hobby 
products, men and women, boys and girls 
are brought closer to a fuller appreciation of 





“things” and interests outside of and apart 
from their daily living. 

Looking toward the younger 
our nation, the Hobby association’s film points 
out that in many foreign countries, including 
Russia, elementary scientific theory is demon- 
strated through the building and use of models, 


members of 


as accredited school subjects. The exposure of 
young men and women to building of working 
model boats, airplanes and trains very often 
stirs their imagination toward the full-scale 
counterparts of our technology. 

The Association feels that the time to de- 
velop interests and aptitudes for complicated 
scientific theory is during the early years of 
youthful maturity; that the transition from 
simple and interested understanding of a hobby 
is easily made to more complicated analogy. 

The Hobby Industry Association of America 
represents 1,000 members who make, distribute 
and sell hobbies and crafts. Time Out for a 
Hobby is being distributed by Modern Talking 
Picture Service. Wy 

FOR 3% ont a" SLIDES 


A 1,000 WATT SLIDE A 3,000 WATT SLIDE 
PROJECTOR ~~ | PROJECTOR 








MASTER..... $485.00 | SM2.. $960.00 
These two slide projectors ore equipped with the 
Genarco Electric Slide Changer which holds 70 


slides and changes them in less than ‘2 second by 


push button remote control 


FOR INFORMATION WRITE TO 
GENARCO INC. 97-08 SUTPHIN BLVD., JAMAICA, N. Y 
















ISCHER 





PHOTOGRAPHIC LABORATORY 





COMPLETE 16MM COLOR AND 
BLACK & WHITE MOTION PIiC- 
TURE LABORATORY SERVICES 
INCLUDING SOUND RECORDING 
. « « better equipped than ever 
to serve you in our new modern 
plant. 


Developing 

Ink edge numbered work prints 
Editing assistance of all types 
Conforming and A-B roll preparation 
Optical printing 

Narration, music and special 

effects Sound Recording 

@ Exposure corrected answer prints 

@ Release prints 





We have earned the confidence of our customers 
through fitting our service to their individual needs 
and in turning out finer motion pictures. May we 
help you on your next production? Write today for 
our latest price list. 





PHOTOGRAPHIC 
LABORATORY, inc. 


6555 NORTH AVENUE. OAK PARK, ILLINOIS 
EUc.Lio 6-6603 





@ MOTION PICTURES 
@ FILMOGRAPHS 
@ SLIDE FILMS 


@ SLIDES 
















@ TRAINING COURSES 
@ TRAINING GUIDES 
@ FLANNEL BOARDS 


@ TV COMMERCIALS 


254 WEST 54th STREET, N.Y.C 
COlumbus 5-7620 





The MODERN Story... I 


(CONTINUED FROM PAGE 38) 
the Navy's Industrial Incentive 
Division. Its licensees delivered 
War Loan films to thousands of 
audiences throughout the various 
campaigns. William MacCallum, 
representing Modern in Pennsyl- 
vania, was that state’s war loan 
film director. 


Movies for Plant Workers 

These were the years when 
Modern helped set up “Midshift 
Movies” and “Noon Hour Film 
Showings” in war plants through- 
out America, a pattern which per- 
sists to this day. Projection 
service techniques supplied equip- 
ment otherwise unavailable, day 
and night shipments of battlefront 
reports on film from the Armed 
Forces stirred workers to new rec- 
ords along the production lines, 
helped set bond sales records. 

The war which took away key 
personnel and ended “business as 
usual” was to give a tremendous 
impetus to the use of films for 
postwar informational and educa- 
tional purposes. Out of the ser- 
vices and back to peacetime duties 
at Modern came a good many of 
today’s top echelon executives. 

Issue First “Index & Guide” 

In 1945, Modern began the 
postwar development program it 
had set aside in '42. 34 titles were 
listed in the company’s first “Index 
& Guide” mailed to 25,000 high 
schools and colleges in 1945. In 
that year, the first company-owned 
regional film exchange was opened 
in Philadelphia. 

By 1946, the Philadelphia 
“pilot” operation became a full 
branch office as well as an ex- 
change, with Carl Lenz in charge. 
Formerly with Lippincott Pictures, 
Lenz had been in charge of the 
Quantico, Va. film library while 
serving in the Marine Corps. 

Navy veteran J. Richmond 
Ritenour, formerly in charge of 
the Wilding film distribution oper- 
ation, joined Modern in 1946. 
After opening a Modern exchange 
in Atlanta in 1947, Ritenour be- 
came a supervisor of exchanges. 
He returned to New York in 1951 
to take charge of Modern’s fast 
growing television department. 

When the Pittsburgh exchange 
was opened in 1947, another Navy 
veteran took charge. George 
Lenehan, who had managed the 
Navy's film depot in London dur- 
ing the war, was the new Pitts- 
burgh manager. He was recalled to 


New York in °51 and placed in 
charge of advertising and pro- 
motion 

The carrier Randolph’s photo 
Dick Hough, re-opened 
Modern’s Chicago sales office on 
his return from Navy service in 
‘47. He became a vice-president 
of Modern in June, 1953. In 
December, 1954, Carl Lenz, Dick 
Ritenour and George Lenehan 


officer, 


Vice President Richard Hough 
heads Midwest Sales 


Carl Lenz, Vice President 
in charge of Operations 


were also named vice-presidents 
of the growing enterprise. 

Elsie Cox, treasurer of Modern 
since 1948, joined the company 
in 1942 as assistant to Howard 
Eberle. She became assistant 
treasurer in 1943. 

16mm Projector Sales Increase 

The job ahead was getting big- 
ger . . . postwar sales of 16mm 
sound projectors moved up to 
40,000 per year; the total number 
of projectors in the hands of 
these “self-equipped” audiences 
crossed the 100,000 mark, crept 
toward 200,000 in the late °40’s. 
The key word ahead was “logis- 
tics” to borrow a military term. 

With audiences available from 
coast-to-coast, how do you move 
a 7-lb. film package, containing a 
valuable color print worth $100 


and more, to the largest number 
of groups in the shortest space of 
time? 

To assure a good presentation 
on the screen each time (a vitally 
important factor for the sponsor) 
you can’t “bicycle” the film from 
one group to the next. In fact, 
that’s the best way to assure its 
eventual loss in transit. 

The task is to get the film from 
the film library to the audience and 
back as quickly as possible and 
at the lowest cost to both the 


E. W. (Elsie) Cox, Modern’s 
Treasurer since 1948 


Vice President George Lenehan 
heads up advertising, promotion 


audience and the sponsor. That's 
the reasoning behind Modern’s 
expanding network of regional 
film libraries. By 1948, the com- 
pany was supplying sponsored film 
programs to 27,114 organizations 
in a single month (April). Each 
of the showings required a careful 
inspection of the print, its day and 
date shipment and return, advance 
notice of the showing to the spon- 
sor and his representatives and 
reports on the nature, size and 
reaction of the film’s audience. 


Great Amount of Detail 

Behind all that activity lies an 
immense amount of “paper work.” 
Audiences exist but they have to 
be informed after being located, 
that’s a job for promotion; audi- 
ences have to be checked and re- 
checked for facts and figures; that’s 


a job for accounting and research. 

All of this activity took many 
new people, new physical equip- 
ment like the company’s nation- 
wide installation of electronic 
Inspect-O-Film equipment and 
IBM _ record-keeping installations 
at New York headquarters. 

Men to Meet New Challenges 

Don Konny came out of the 
service to become a division man- 
ager of exchange operations and 
an account executive in Pittsburgh. 
Bill Oard joined the company in 
1948 to manage its IBM opera- 
tions which were installed in mid- 
1947. At present an account 
executive in Detroit for Modern, 
Oard served in exchange super- 
vision in Chicago for several years. 

John Cook, now division man- 
ager of 14 regional exchanges, 
came to Modern in May, 1949 as 
manager of the Washington ex- 
change, now headquartered in 
New York. 

Other recent additions to the 
company’s staff include Jack Lally, 
who since 1953 has been servic- 
ing accounts in the East and 
South; Art Bach, who joined the 
Chicago sales office in 1955 and 
Ralph Del Coro, who now super- 
vises Modern’s growing sponsored 
television film activities. 

Reach 58 Million in 1955 

The “family” was growing and 
so was the audience . by 1955 
Modern accounted for over 58 
million persons who saw films 
through exchange facilities in that 
single year. 

In 1955, also, Modern regis- 
tered more than 35,000 new user 
groups and offered its sponsor 
clients more than 133,000 regis- 
tered audience groups, including 
36,889 church congregations; 
16,556 plants and offices; 2,294 
adult club organizations, etc. 

Today, this national film distri- 
bution network serves more than 
300 companies and associations, 
provides facilities and controls for 
662 titles which it offers to four 
principal channels of circulation: 
theatres, television stations, 16mm 
self-equipped groups, and road- 
show operators. What is Modern’s 
“system,” how does this distributor 
“certify” its circulation . how 
much does it cost to deliver a 27- 
minute color motion picture on the 
screen? 

That’s another story 


a ok ni 


Ep. Note: A third and final in- 
stallment of “The Modern Story” 
will show present methods, facili- 
ties and audience development. 
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COLOR CORPORATION 





EASTMAN COLOR 


DEVELOPING 35MM (5248) COLOR NEGATIVE 


DEVELOPING 35MM (5253) AND 16MM (7253) INTERMEDIATES 
35MM ADDITIVE COLOR PRINTING 


N ADDITIVE COLOR PRINTING 


16MM CONTACT AND RE 


INTERNEGATIVES 16MM (7270) FROM 16MM KODACHROMES 
BLOW-UPS FROM 16MM KODACHROME TO 35MM COLOR 


KODACHROME SCENE 1 
35MM COLOR FILM 


MOVIELAB BUILDING 
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* 619 W. 54th 


ENE COLOR BALANCED PRINTING 
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The Big Picture 


of the little things that count! 


Big bridges and big buildings? Surely, but the steel maker is also 
concerned with the little things that make for comfort and happiness 


right in your home. 


United States Steel gives the public, — customers and U.S.S. personnel, a 
fascinating and dramatic motion picture presentation of manufacturing 
genius and of distributive enterprise—from mine and farm to your 
grocers counter—in “Treasure Chest,” — produced with the 


professional assistance of The Jam Handy Organization. 


To tell your company’s story convincingly, call 


Je JAM HANDY Ovpengetion 














FOR... Dramatizations * Visualizations * Presentations * Motion Pictures * Slidefilms * Training Assistance 
CALL JUdson 2-4060 ° NEW YORK TRinity 5-2450 ° DETROIT 
HOllywood 3-2321 * HOLLYWOOD STate 2-6757 ° CHICAGO 


ENterprise 6289 ° DAYTON ZEnith 0143 ° PITTSBURGH 








